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Rough Proofs 


This Week carried a_ football 
cover which included a University 
of Chicago pennant. Student com- 
ment on the Midway was unani- 
mous: “Thanks for the compliment 
just the same.” 


a pe 


Maybe the matter with the movies 
has been too much attention to the 
Bioffs and the Brownes and not 
enough to Mr. and Mrs. John Q. 
Public. 

ie a 


Speaking of interesting vocations, 
there's a line forming on Forty-Sec- 
ond street, for the privilege of pick- 
ing Miss Subway each month. 


. oS 


Wayde Grinstead says if Scott 
Paper ever extends its adveftising 
campaign to thé farm field, newspa- 
pers, magazines and mail-order 
catalogs will not be used. 


7. FF ¥ 


Woman, remarks McCall’s, “buys 
with definite dollars the means of 
saving endless pennies.” 

So that’s why the department 
stores have all those $1.98 price 
tags. 

. i a 


Penn Tobacco tells girls, “Each 
time you deny yourself a cigaret 
when you want one, you JOLT your 
nerves.” 

But shouldn’t they explain that 
this applies only to cigarets? 


a, = © 
Second only to water and milk, 


asserts the New York Mirror, wine 
s the oldest beverage in the world. 


But what did Adzm do with his | 
surplus apple crop? 

7 © ¥ 
William Reynolds, of Servel, 


heads the National Noise Abatement | . 


Council. The idea, of course, is to 
eliminate streetc .s with flat wheels, 
re crackers and noisy refrigerators. 


| an 
ADVERTISING AGE says Detroit 
‘gencies with automotive accounts 


are “reefing sales,” whatever that is. 
Sut wouldn’t it have been better 
© explain they’re merely shifting 


nto low gear? 
y,vy 
Glenmore is promoting whisky 


Christmas gifts, which will be 
right provided Santa can be per- 


‘ded not to open the packages 
tl after he’s finished his Yule- 
4¢ chores. 


vgy¥seeg? 


“You Got Me Wrong,’ 


Henderson Tells 
Four A's, ANA 


Administrator of OPA 
Steals Show with Frank 
Discourse 


Hot Springs, Va., Nov. 13.—Fac- 
ing an audience obviously prepared 
to be hostile, and partaking in a 
program studded with some of the 
brightest stars of the advertising 
and business world, Leon Hender- 
son, OPA Administrator, stepped up 
to the rostrum before the joint 
meeting of the Association of Na- 
tional Advertisers and the Ameri- 
can Association of Advertising 
Agencies here this afternoon and 


frank, witty and engaging discourse 
which not only encompassed the 
subject on which he was supposed 
to talk, but also took in a multi- 
plicity of other subjects. 

Mr. Henderson, whose formal 
speech is presented in complete | 
text on Page 27 of this issue, 
asserted categorically that as far as | 


social organisms within the coun- 
ay.” 
No Innovations 
“The times do not permit any 
administrator in the defense pro- 
gram to tolerate unnecessary inno- 


| vation or experimentation in the | 
social or economic field,” he in- 
sisted. “Some of your trade publi- 


cations and other 
ascribed to me a point of view 
about advertising. The clear infer- 
}ence has been that I am a charter 
member of some little cell of con- 
| Spirators whose main purpose in 
life is to alter, reform or perhaps 
| destroy advertising as we know it. 
. The fact is that I have never 
|had the opportunity or the occa- 
|sion to give sufficient research or 
| investigation to advertising to come 
up with any really informed opinion 
about it. I have the customary 
consumer skepticism, but I have 
always assumed and I now assume 
that advertising performs a _ useful 
economic function. I have in a 
general way subscribed to the 
accepted view that the use of 
advertising and its many devices of 
crying one’s wares is the cheapest 
and most efficient method of selling. 


“More—of Right Kind” 


“It’s not my job—and for this I 
am truly grateful—to undertake to 
police the abuses of false and mis- 
leading advertising. . If I have a 
point of view 
is that under the sort of expanding 


sources have 


proceeded to steal the show with a| 


he is concerned, “advertising is | 
threatened with no special or ex- 
traordinary peril which is not 
shared by other economic and 


about advertising, it | 


Critics, Defenders 


Portray Views for 
ANA, Four A’s 


Threats, Advertising's 


Contributions Drama- 
tized at Meeting 
Hot Springs, Va., Nov. 13.—The 


celebrated case of “The Critics vs. 
Advertising” received an unprece- 
dented airing here today when the 
joint ANA-Four A’s meeting fo- 
cused its attention on the sources 
of antagonisms and the chief plaints 
of the detractors, and then offered 
a comprehensive analysis of adver- 
| tising’s economic significance and 
| role in the American free enterprise 
| system. 

Without malice and emotional- 
ism, the-dual presentation 


than 600 advertising leaders 
salient facts involved in what is be- 
ing increasingly emphasized as ad- 
vertising’s number one problem. 


Buckingham Leads 


Asserting that attacks on adver- 
tising have been broadened in re- 
cent years over a front that covers 
the entire American business struc- 
ture, A. O. Buckingham, Cluett, 
Peabody & Co., who directed this 
portion of the program, told his au- 
dience: “Now is the time when the 
defendants must present their evi- 
dence and have their day in court.” 
He pledged industry’s full support 
to all-out defense, but expressed 
concern over “measures undertaken 
in the guise of defense which have 
nothing to do with defense.” At- 
tacks and threats to advertising 
were portrayed as emanating from 
two directions: First, those who 
would do away with the American 
free enterprise system of which ad- 
vertising is an inseparable part; and 
second, those who are ignorant of 
what advertising is and the function 
it performs. 
| On the Washington front, special 
attention was called to the price 

(Continued on Page 4) 


| 


served | 
to crystallize in the minds of more | determination to carry on advertis- 
the 


} 


FULL TEXT 
Because of the importance of 
the joint meeting of the ANA 
and the Four A’s last week, 
ADVERTISING AGE presents the 
full text of all major speeches 
in this issue, beginning on 


Page 24. 


Despite Defense 
Hardships, ANA 
Vows to Carry On 


Companies Seek to 
Stabilize Future Busi- 
ness 


Hot Springs, Va., Nov. 12.—Grim 
ing despite the hardships and dis- 
locations imposed by the defense 
program was voiced here today as 


the Association of. National Adver- 


| tisers devoted a substantial portion 


of its 32nd annual convention to a 
down-to-earth analysis of what 
companies affected in different de- 


Advertising Mobilizes Forces 
to Preserve Free Enterprise 


Joint ANA and Four A's 
Meet Ends on Note of 
Positive Action 


By S. R. BERNSTEIN and 
IRWIN ROBINSON 


Hot Springs, Va., Nov. 14.—Sober 
realization of the crisis facing ad- 
vertising as an integral part of the 
free enterprise system today welded 
into a determined unit buyers of 
advertising space, agencies and 
media as all interests pledged sup- 
port to a program of positive action 
at the epoch-making joint meeting 
of the Association of National Ad- 
vertisers and the American Associa- 
tion of Advertising Agencies. 

By digesting a searching analysis 
| of the sources of the attacks on ad- 
vertising and the role which the 
promotional art plays in the Ameri- 
can economy, the 600 business lead- 
ers who packed The Homestead 
during the two-day convention re- 
solved to unearth the basic data 
about advertising as reflected in 
their own organizations and _ to 
bring the factual picture to the at- 
tention of management, employes 
and the public at large. 

The sentimént of the closing 
session was reflected in the remarks 
of Harold B. Thomas, Centaur Com- 
pany, who presided, when he urged 
| his audience to acquaint itself with 
prevalent criticism and then, with 


grees by the emergency are doing | a full understanding of advertising 


to meet the situation. 

The keynote of the session 
crystalized by W. B. Potter, East- 
man Kodak Company, who _ pre- 
sided, in a comparison of advertis- 
ing’s current functions with those 
of the past. Based on a recent sur- 
vey among 150 industrial adver- 
tisers, he pointed out that the 


was 


three major objectives of advertis- | tives 


ing in the pre-defense era were to} 
increase current volume, 
new customers and increase prod- 
uct acceptability. The new objec- 
tives are to stabilize tomorrow’s 
business, hold customer goodwill 
and increase company prestige. 


Seek Permanency 


“In place of ‘all-out’ for 
sales, those of us who have material 
shortages will be 


(Continued on Page 42) 


Washington, D. C., Nov. 15. 


Last Minute News Flashes 


FTC Hits General Motors for “Coercive Practices” 
General Motors 


Corporation and General 


| Motors Sales C orporation were ordered by the Federal Trade Commission 


today to discontinue ‘ 
| tions with G-M dealers. 


‘coercive and monopolistic practices” 
Findings were 


in their rela- 


that the sales company violated 


the FTC and Clayton acts by preventing dealers from handling competing 


magazine committee, 


absorbing 
Among the possibilities were 


, has been appointed to 


Irving Trust promotes checking | economy I would like to see, there ai ine 7 paper et 
unts with the comment that| should be more of it. That is, more | lines of parts and accessories. 
le there’s a charge for checks,| of the right kind.” :' ANA Members Oppose Rate Increases 
rig ‘ one for deposits. Bankers sash mec gy: Mise en *| Hot Springs, Va., Nov. 14.— Members of the Association of National 
. get\ing more generous every ‘ alas | Advertisers, attending a meeting conducted by the 
| expressed opposition to any rate increases at the present time, until maga- 
* ¥°? DIRECTORY OF FEATURES zine publishers have exhausted every other possibility of 
ANew York theater program says Ad-libbing 12 rennet ; yon ” et ipurveng cor gePons nt tk ‘ ew : 
inia Field played in the Mr. | Basic Business Sains 40 | increased subscription rates and elimination of bonus circulations. 
‘to moving picture series. He | Business Digest 32 - 
st be a member of the well- | Earnings 35 Watch Makers Plan to Fight U. S. Charges 
wn : | Editorials 12 New York, Nov. 14.—There were indications here today that the Ham- 
opy book family. : : 
| Farm Paper Linage 38 | ilton Watch Company, Elgin National Watch Company and the Waltham 
vee? en, om wy Pyaar . Watch Company, indicted by a federal grand jury yesterday for violat- 
‘ RVOFMOTION vor vores | ing the Sherman anti-trust law, were preparing to fight the charges. 
“on Henderson may not be a | Magazine Linage 36 | . . 
fician, but he says he’s fully|Obitueries i; Gruen Names John P. Young Advertising Director 
— to put a ceiling on bed ter gcse A — -. 4} Cincinnati, Nov. 14.—John P. Young, formerly advertising manager 
Test Campaigns 4) | of the Armstrong Cork Company, Lancaster, Pa. 
Copy Cus. | Voice of the Advertiser ; 20. the new post of director of advertising of the Gruen Watch Company. 
='% 3 - 


procure | 


| pany; Frank 


| 
more | 
| manager, 
interested in the | ©'§ 
| tising; 


|economics and social implications, 
| to apply the findings to individual 
business enterprises. The forth- 
coming Harvard study, he indicated, 
| will offer a basic pattern for this 
procedure. 


Media Representatives Speak 


Mr. Thomas called on representa- 
from media groups to voice 
their reactions to the contemplated 
program. Those who responded 
| were Walter D. Fuller, president, 
|Curtis Publishing Company, and 
vice-president, National Publishers 
Association; Niles Trammell, presi- 
|dent, National Broadcasting Com- 
Dunigan, president, 
Advertising Association of 

Frank Tripp, general 
Gannett Newspapers, and 
chairman of the Bureau of Adver- 
and Frank Braucher, presi- 
Periodical Publishers Associa- 


Outdoor 
America; 


dent, 
tion. 

Summing up the proceedings, Mr. 
Thomas declared: “Obviously, you’d 
like some sort of an announcement 
that we are about to form a big 
committee. But the joint group 
that sponsored this convention has 
decided that flag-waving and fan- 
fare are the worst possible tech- 
niques. We need deeds, not words.” 
He called for a rising vote on 
whether all present were willing to 


give their time, energy and money 
for the task ahead. The audience 
arose as one man. 


Most Significant Meeting 


The meeting was perhaps “the 
most significant ever sponsored by 
either the Four A’s or the ANA. 
Every session drew an overflow 
crowd, and it was obvious from the 
discussion heard on all sides that 
members of the two associations 
and their guests, representing an 
important cross section of the media 
field, considered the proceedings as 
something quite different from nor- 
mal convention routine. 


The presentation of the over-all 
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2 ADVERTISING AGE November 17, 194 
advertising picture was made under must justify itself economically and thing as advertising; » availa is|is therefore to bring about a new) "INSTITUTIONAL 

four general headings, starting with as a social force, Mr. Young cited|a force like electricity, which can | faith in the possibilities of the dy- | 

dramatizations of “The facts about three important groups as critics: be judged only in application. . .| namic economy, in contrast to the! 


the influences tending to undermine Certain leaders of thought and Second, in some applications of ad-| theories of a mature or static econ-| For hs a Thanksgiving ~ 
national brands and the advertising| public opinion who have “a rather | vertising, the only true defense ap-| omy which was so popular before | 


thereof,’ and “The facts about the| widespread scorn of, and distaste pears as an indictment of the pub- the necessities of war blew them TH 
economic effects of advertising and | for advertising;” the serious student | lic—advertising is that way because | sky high. ——— 
its vital place in the American sys- of economics, and in particular the the public is that way... Third, ientue te Whe I pe yer ect oe 
tem of free enterprise” described in| student of our distribution system;| everybody believes in advertising, somber thoughts must mingle with our thanks sa 
detail elsewhere in this issue. and “a group of administrators and | even the critic of it, when he is on| “Let us, then, each go away from Suman ‘be 

Part three, “The inaispensability | administrative advisers in Wash-| the sending end. But nobody be-| here resolved individually to make te now been spared the ravages of war “e 
of advertising under our present! ington who do not call themselves | lieves in advertising—not even the| our contribution toward winning mntipgabagrantaltniaeaae ae 
system as proved through experi-| friends of advertising.” producer of it—when he is on the! this war of business,” he concluded. hepa aah aaa ae caanecine te 
ence,’ was assigned to C. R. Pal-| In this Washington group, Mr.| receiving end of it.” “But let us do more. Let us ask Aa radroaders, we who work oo the linois Cantr » hans 
mer, president, Cluett, Peabody &)} Young said, are ‘a considerable | | ourselves whether we, as an indus- | phere ptt fo a oe ee 
Co., and C. C. Conway, chairman,| number of people who are honestly | Suggests Solution | try, do not have a great contribu- — Bi Aer emteweal ; ied 
Continental Can Company; and| convinced that our whole free en-| Within the three critical groups | tion to make in this effort to regain ranonde will have tobe asnured the materiale they mand > ay po 
part four, “What can we do about} terprise system needs to be over-| mentioned above, Mr. Young sug-/| for business the leadership of our icadibas Ghaetsaak oa 2 ba 
it,’ was presented by James W.| hauled, greatly modified, or com-| gested, lies the solution to the] economy. We have within our hands | ae te einen te Bi 
Young, senior consultant, J. Walter | pletely replaced. They believe they| problem. A little less noise, a little| the greatest aggregate means of | tah ined 6 lane ah aan anbanintet mame 
Thompson Company, New York. know how to do it. They intend to} less brutality, a little less silliness, | mass education and persuasion the | ones 

The complete text of these dis-| do it if they can ... this group is| and a greater use of advertising for ‘world has ever seen—namely, the LF 
cussions, including the paper writ-| made up of idealists and humani-| social, political and philanthropic | | channels of advertising communica- | Of Oe ay 


ten by Mr. Palmer, which could} tarians who are trying to be ‘prac- | purposes will help immeasurably to| tion. Why do we not use it? — med 
not be delivered because of the) tical.’ And that type, in my ob-| remove the distaste for advertising _ “For what? Not to ‘sell’ adver- Iinois Central Railroad takes occasion 
author’s inability to be present, is| servation, is often the most danger-| which now exists among many in-|tising. Not to print frothy €SSAYS| in this copy to point out that while s 
presented in this issue beginning on| cus man alive.” | fluential people. on the American way of life. No!| has met all demands for increased ser. 
Page 24. A. O. Buckingham, vice-| “What shall we do about it?” Mr.| In so far as the serious students| “Use it to talk about what old| ice, “further tests are coming and the 
president of Cluett, Peabody, spoke Young asked, pointing out that! of distribution are concerned, the|man Sam Adams said every man railroads will have to be assured the ma. 
for the company in Mr. Palmer’s| while existing organizations are| answer lies in giving them the facts| was interested in—his girl and his| terials they need to keep going.” The 


stead. | already doing a good job, there is| —all of the facts—plus the reason- | dinner. Thanksgiving message, one of a series 


| 


’ an uneasy feeling that this is not| able inferences, he said. “Use it to show him how we all| % = a gee ads 
Young Names Critics : es at ak Ee, cal = cae oe . aie livi is being carried in on-line cities and 
enough ... we need, it is said, to With respect to officialdom in| make our living. towns over its system. The Caples C 
Declaring that advertising’s orig-| ‘sell’ the public advertising. I sub-| Washington, the danger lies not in “Use it to put him on his guard is the agency. 
inal job was merely to make sure} mit that there are three difficulties| a tax on advertising per se, but on/| against the false labels. 
that it returned a profit to the ad-| about that proposal. | the whole business structure, and “Use it for real consumer educa- 
vertiser, but that now advertising “First, there is tangibly no such| the crux of the advertising problem | tion. ANA Elects Cole 


“Use it to give the whole busi- 


ness a new faith in our destiny—a Chairman: Paul 


faith that will start flowing again 
all the little waters of enterprise. West Reelected 
“Use it to confound the critics of : 
sal 3 eae | advertising with the greatest dem- Hot Springs, Va., Nov. 12.—Gor- 
ogi i. oe 7 sae Fes: onstration of its power they have|40n E. Cole, advertising manag 

i " d Pe aaa ; ever seen.” of Cannon Mills 

le Cc e r i Cc I g = a n ow w e x Tw) New York, was 

a ee, er To Continue Advertising 7 elected chairms 

of the Associa- 
| tion of National 
s Advertisers at its 
annual meeting 
here today 
Carleton Healy, 
vice - president 
and advertising 


Mr. Conway revealed that direc- 
tors of Continental Can have voted 
| to sustain consumer advertising 

% Gain in % of | during the emergency and to in- 
4 Yeors Country's | tensify it in certain ways, declar- 
Gain |}ing that “we are looking forward 

15.1% 5.22% | to the day when the increased de- 

| mands of defenses will no longer 


NEW ENGLAND 


|}exist ... when the acceptance we manager of Hi- 
| build up now and in the future will ram Walker, Inc., 
or 0 j 
MIDDLE ATLANTIC 15.9% 21.90% help to take up the slack.” Detroit, was re- 
| He decried any thought of en- G. E. Cole elected a_ vice- 
: prs advertising merely for the chairman and 
EAS : , purpose of avoiding taxes, but de-| C. G. Mortimer, vice-president and 
T NORTH CENTRALE 15.7% 19.83% clared that every business has a| general advertising manager of 


| responsibility to do what it can to| General Foods Sales Company, New 

| pomaeve free enterprise. A free} York, was elected a vice-chairman 
press is essential to a free enter-| Paul West, president of the ANA 

| prise system, he said, and a free| was reelected. 

| press cannot be maintained if its New directors elected are H. W 

| life blood of advertising is drained| Roden, president, Harold H. Clap; 


WEST NORTH CENTRALE®: 8.5% 2.90% 


w ’ from it. Inc., Rochester; C. C. Carr, adver- 

EST 18.9% 17.01% ——___—_ tising manager, Aluminum Conm- 

: pany of America, Pittsburgh; J. P 

sa hg som maa Miller, vice-president, Pet Mil 

, un ewspapers Sales Company, St. Louis; and Pau 

SOUTH 29.4% 33.14% W. E. Hosac, vice-president of| Ellison, advertising manager, Hy- 

Metropolitan Sunday Newspapers,|8tade-Sylvania Corporation, Ne 

New York, since| York. Directors who were reelect 

, N . as yf . the group’s for-| are M. H. Leister, advertising ma! 
During the past four years, the South accounted for 33.14% of the egies 


mation nin e| ager, Sun Oil Company, Phil 
years ago, has|delphia, and A. O. Buckingham 
been elected| vice-president in charge of adver 
president to suc-| tising, Cluett, Peabody & Co., Nt 
ceed the late York 

George Hammes- ; 
fahr. 


Mr. Hosac an- Admen Present Flag 


nounced that the : 
group’s sales staff The newly-opened offices of © 
has b e e n| Treasury Department, Defense Sav- 
doubled, and| ings Staff, Chicago, were presente 
that a large with a United States flag by Adve' 


gain in central station electric output for the entire nation. In the same 
period, 8,485 miles, or 36.94% of the country’s total mileage of new trans- 
mission lines, were constructed in the South. In 1940 alone, 332,778 addi- 
tional homes, or 35.5°° of the total for the United States, were wired in 
the South. 


Southern utility comp: nies are steadily increasing their capacities to 
serve this rapidly growing load of new wired homes and the scores of 


‘ ‘ : ‘ ° ising Post No. >» America! 
new industrial plants which are already built or under construction. Ap- 0. 6 tne BORE ee ee ee et out 
, U ten ‘ : | business paper| Legion, Chicago, at a rec 
pliance sales are mounting in proportion. The South is truly the coun- advertising campaign is planned for | ony. 
try’s fastest growing electrical market! eens 
ys f growing electrical market. 2 WEEC Increases Power 


ELECTRICAL SOUTH is the ONLY publication giving adequate Gets Cosmetic Account Station WEBC, Duluth - Supe! 


Kathleen Mary Quinlan, New| Wis., basic supplementary 


coverage of the electrical dealers, contractors, contractor-dealers, York, cosmetics, has appointed Hir- | the National Broadcasting ( pal 

wholesalers and utilities in both the rural and urban areas of the aes aaeaee” New York, as adver- pan Suarenees its night power fi 

southern and southwestern states. You wili find advertising in ut _ _— 
its pages effective in building distribution and i 


volume for your products in the South— 
America’s fastest growing electrical market. 
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an + im its Strength, feedin the a lusty Rian a distributing point for butter, but a huge share of 
nan ©“ 7IRILI ath ling lik lusty giant listributin: h U huge si 
NA . . « Second largest eating center in the world the golden nourishment was claimed by Chicagoans 
| . ++ Chicago! for their own. 
W "Each day of the week Chicagoans partake of "More than one third of all the retail stores in 
apt 1,379,953 pounds of meat and meat products and their Chicago sell food . . . These 17411 purveyors to 
: - per annum consumption of coffee amounts to 30,000,000 prodigious appetite do an estimated gross business of 
see pounds ... For the tables of Chicago 933 bakeries $268.961,000 a year... . On top of that, 2,755 restau- 
'p annually deliver from their ovens around $88,000,000 rants, cafeterias, and lunch rooms receive roundly 
Mil worth of bread, cakes, fancy biscuits, crackers and $77,500,000 each 12 months from a breakf{asting-out, 
Pat other bakeshop edibles. lunching-out and dining-out public. 
au | 
Hy- “Lavishly this City of The Plains butters its bread "When Chic ago pulls up a chair it is, indeed, to 
Ne . « « Last year Chicago handled 252,647,000 pounds epic eating: 
ecte of this delicious and necessary vitamin product... From a Reporter's Note-Book—Reginald 
ma! Not all was eaten by Chicago families for Chicago is Sweetland of The Chicago Daily News 
il fovecenteiieahcte eit 
han 
ive 
Ne TUPENDOUS spectacle of human suste- only in the billions—whether dollars, units or In 1930, 61.5% MORE total grocery adver- 
nance that would leave even a circus press- — both. tising than the next ranking paper. 
agent gasping for breath and grasping for . col Renae ee : ; 
adjectives! Beyond belief—beyond descrip- _ And wer that same period the grocery adver In 1931 54.7% More In 1936 106.9% More 
: hi iontl tentients tame wa: es columns of The Daily News have be- In 1932 68.9% More In 1937 127.9% More 
= F seg oo ft Chiceno! . Px come an institution to hundreds of thousands * pefiien " pinlggSitn 
tt the citizenry of Chicago! of women responsible for homemaking and In 1933 105.3% More In 1938 119.3% More 
nted | Multitudinous, overwhelming, never-ending, food buying. In 1934 97.1% More In 1939 98.6% More 
ent ° ° ° 
dver- ever-changing table-tempting variety! How The following 12-year review is a summing !9 1935 110.7% More In 1940 121.6% More 
vicat can people ever learn the myriad attractions up with conclusive brevity: ; ; ; 
- ¢ of such a vast array of gustatory pleasures? : ; : d } Readers of The Chicago Daily News possess 
~ The quality? The price? Where to buy? In 1929 The Chicago Daily News carried the eagerness to buy, the means to buy and 
: ; . 49.6% MORE total grocery advertising than the need to buy to maintain their superior 
Truly a massive, complex and, again, neves: the next ranking paper. standard of living. 
+4 ending, ever-changing job of education! 
- Knowledge that must be imparted with speed, 
~~ that must have the character of urgent dis- ee ea a 
patches from the far-flung food front! oF te ee ae —_ 
‘fro And, in Chicago what is the greatest single 
instrumentality of education for the grocery- | HE ( HICAC ‘O DATI Y NEWS 
— wise housewife? 
el It is a newspaper. A home, evening news- 4.) = alia 7 a ic 
paper. Its name is The Chicago Daily News. The New spaper of First Importance 
.. , . ‘ . 
For the past 12 consecutive years The In the Important Chicago Market 
Chicago Daily News has published more total 
as —— than any other Chicago with a Home Circulation of 465,000 . . . more than 1,250,900 Readers 
paper of daily issue. 
During that span of time The Daily News DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO © NEW YORK OFPICE: 9 Rockefeller Plaza 
has directly created grocery sales countable DETROIT OFFICE: 7-218 General Motors Building @ SAN FRANCISCO OFFICE: Hobart Building 
v) NOTE: Percentages quoted are figures reported by 
Ad-ertising Record Co (1929-31) end by Meda 
Records, Inc. (1932-1940). Liquor linage omitted. 
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Critics, Defenders 


Portray Views for 
ANA, Four A’s 


(Continued from Page 1) 


control bills pending in House and | 


Senate which contain a section pro- 
viding for broad control over mar- 
keting and selling practices. Al- 
though the word “advertising” is 
mentioned at no point, the legisla- 
tion is regarded as giving the ad- 
ministrator “life or death authority 
over advertising.” 

Other highlights of the Washing- 
ton situation as it affects advertis- 
ing included the following: 

There are 127 agencies and sub- 
agencies of the federal government 
whose decisions have the force of 
law, with a number bearing di- 
rectly on advertising. Chief of 


LATIN AMERICA 
MAILING LISTS 


Send for free catalog. 


LATIN AMERICA LIST & 


INFORMATION SERVICE 
227 FIFTH AVENUE NEW YORK 
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these are the Federal Security 
agency, with its Food and Drug 
| Administration; the Department of 
| Justice’s anti-trust division; the 
| Federal Trade Commission; the De- 
| partment of Agriculture’s agricul- 
tural marketing service; Consumers 
Counsel of the AAA, and Bureau of 
Home Economics; the Treasury De- 
partment’s Bureau of Internal 
Revenue, whose alcohol tax unit 
| administers laws affecting sales and 
advertising of spirituous liquors; 
and the Federal 
Commission. Latest 
clude such defense 
SPAB and OPA. 


Advertising Disparaged 


arrivals in- 
agencies as 


tion was called to the writings of a 
number of prominent college pro- 
fessors and other academic leaders 
whose phrases contain numerous 
disparagements of advertising. In- 
cluded in the indictments were 


relationship between the merits of 
the product advertised and the 
skill with which the technique is 
applied; and brands give products 
a “fictitious individuality.” The 
professorial expressions also termed 
advertising an economic waste and 
called for mandatory grade label- 
ing. 

The sponsors of such views were 


termed “articulate and thousands of 


Communications | 


On the educational front atten- | 


claims that “there is no necessary | 


them are scattered through our 
secondary schools and_ colleges. 
They haven’t all attained political 
prominence, but they not only have 
the opportunity of speaking—they 
know how to speak when they get 
the opportunity.” 

Indicative of the skepticism and 
animosity imparted to youngsters 
was a quotation from a winning 
oration in a Wisconsin contest for 
high school students, entitled “The 
Great Swindle.” The boy asserted | 
| that the greatest part of today’s 
| advertising is “pure misrepresenta- 


money, and are false guides to real 
values; advertising is needless 
where the demand for a _ product 
exceeds the supply; because of 


large expenditures for advertising, | 


the national advertiser gains a 
strangle-hold on the press and 
other means of disseminating infor- 
mation; advertising does not give 
the consumer what he wants—it 
should be purely factual, for then 
the consumer would always buy 
merchandise of the best quality he 
could afford instead of buying mer- 


| chandise sold him on emotional ap- 


| tion, evasion of the truth or abso-| peal; standardization and manda- 


lute falsehoods.’ He charged news- 
|papers and radio with being! 
|conspirators with advertisers and 
/wound up by declaring: “Today 
we are being swindled and the 
swindlers are the advertisers; today 
we are being tricked and _ the 
tricksters are the advertisers; to- 
day we are being cheated and the 
| cheaters are the advertisers.” 
Nine Groups Named 

| The charges leveled against ad- 
| vertising on all fronts were grouped 
|into nine major categories: adver- 
'tising in certain categories breeds 
monopoly; advertising is simply an 
|added cost to the consumer; ad- 
| vertising is used to raise the price 


for actual or supposed’ values; 
trademarks and brand names are 
misleading, cost the consumer 


An unusual situation, occasioned by unusual times, and presenting an 
market for your products and services that’s bigger and more profitable than ever before in 
history! 


Alert car dealers are buying new equipment to bring their shops up-to-date 


Demands for | 
Heavier Than Normal in 1 
and Southwestern States. 


NEW CAR PRODUCTION DRASTICALLY 
CURTAILED, SOUTHERN DEALERS TURN 


TO SERVICING FOR REVENUE 


Parts, Equipment Much 
9 Southern 


unusual market-——a 


purchasing 


heavily to fill the demand for new parts which the South’s and Southwest's 9,418,217" motor 
vehicles will require. Garagemen, recognizing serious competition, are likewise modernizing 
and stocking their shelves to get their part of renovation and overhauling money which 
normally would have been spent for new cars. 


Record prices for cotton and other southern 
farm crops, countless defense projects and indus- 
trial plant expansions and new construction are 
pouring surplus buying power into the pockets of 
the folks long noted for driv- 
ing their automobiles with a complete disregard 


southern motorists 


for winter. 


SOUTHERN AUTOMOTIVE JOURNAL 
help you sell this fall and winter peak market 
this enormously EXPANDED market 

Its 19.091 net paid A.B.C. 
practic 
automotive jobber and distributor of record, and 
the large majority of the important car dealers, 
super 
service stations from the Navy at Annapolis to 
the Lone Star Ranger of the Texas Panhandle! 


ically and thoroughly. 
subscribers include 


fleet owners, independent 


*1940 registration figures for nineteen southern and south- 


western states 


TSOUTHE 


JAN 


an 
The 


can 


survey 
econom- 


ally every southern 


ing automotive 
the nineteen southern and southwest- 
ern sts 


WHAT TO DO... 


will be 


and PLANNING Issue. 


UARY FORECAST 
PLANNING ISSUE 


combined opinions of 200 lead- 


dealers throughout 


ites, secured for our extensive 
OM . «os 


. IN °42 
FORECAST 


In addition 


featured in the 


Ad @ 


garages and 


Forms for the January 
FORECAST and PLAN. 
NING Issue close Decem- 
ber 21st. Write today for 
space reservation! 


your 


GRANT BUILDING. 


a national news digest of new devel- 
opments in industry and government 
activities, an interpretative article on 
priorities and allocations, the first of 
twelve articles on body appearance 
maintenance, an interesting article on 
the impending shortage of skilled 
mechanics, other outstanding features, 
together with usual instructive depart- 
ments,—will make this an issue of 
extreme interest to the southern trade. 
and a most valuable advertising me- 
dium for you. 


ATLANTA 


GEORGIA 


tory grade labeling of all products 
are the only true guides for the 
consumer; advertising copy is non- 
sensical, frivolous and _ unbeliev- 
able. 

The joint committee of the ANA 
and Four A’s which developed the 
presentation referred to the criti- 
cism and cynicism of all sources as 
“an attack not on advertising but 
rather a huge force uncoordinated 
and undirected, but moving for- 
ward steadily on many fronts and 
undermining advertising.” It was 
further asserted that “this under- 
mining was not just of advertising 
but of business as a whole.” 

The dramatization of this portion 
of the program was handled by a 
cast furnished by Columbia Broad- 
casting System, with Yasha Frank 
as writer; Earle McGill, director; 
and Frank Barton, producer. 


Reply by “Time” 


The positive side of the day’s 
program was contained in a presen- 
tation by Time, Inc., written by 
William Geer, with Alois Havrilla 
as commentator. Utilizing the fa- 
miliar “March of Time” technique, 
the offering stressed advertising’s 
economic, sociological and moral 
contributions to the nation’s wel- 
fare. 

Alluding to man’s ceaseless quest 
for food through the ages, the por- 
trayal showed America’s progress 
in solving this problem through 
mass distribution. “The resources 
were always here, and as for mines 
and factories, Europe had them 
while the U. S. was still a wilder- 
ness. Why, then, have we forged 
farther ahead in the quest for a 
higher standard of living than any 
other nation, and why, with all our 


deficiencies, are we further re- 
moved from privation than men 
ever were before? ... Like the 


army, like the railroads, like indus- 


'try, advertising has built America. 


|highest standard of living 


Advertising has made America’s 
mouth water. It has done its full 
vital share in making America the 
best nourished nation on earth.” 
Briskly and succinctly the pres- 
entation then proceeded to other 
major contributions claimed for ad- 
vertising: the creation and mainte- 
nance of independent business en- 
terprise; “Selective acceptance of 
new inventions and improvements 
survive only as they satisfy the 
wants of Mr. and Mrs. Consumer”: 
advertising has made America a 
“nation of aspiration—taught its 
people to demand the right to the 
in the 
world”; has kept news of price and 
improvement constantly before the 
public; has encouraged better diets 
and habits of health and cleanli- 
ness; and has presented the na- 
tion’s housewives with leisure time 
which has been transformed into 
vital social service work in behalf 
of hospitals, day nurseries, work- 


lin 1940, totaling $3,389,627, 


shops for the blind and disabled. 
Red Cross and war relief. 

With respect to the important 
question of advertising costs, the 
dramatization pointed out that ihe 
total advertising overhead has «e- 
clined from a high of $19.62 in 1914 
to $12.61 per capita in 1940. The 
drop was termed even more imp r- 
tant when viewed in the light of 
rising national income—down f; 5m 
3.75 per cent of the national inc: me 
in 1914 to 2.31 per cent today. 

The prediction was advanced 
that in the trying months ahead ad- 
vertising, one of the techniques the 
nation has used conspicuously jp 
advancing normal economic iife. 
will be cast in an increasingly im- 
portant role. The British Gov -rn- 
ment has become the largest aciver- 
tiser in the United § Kingiiom, 
accounting for about eight per cent 
of all current billings. U. S. Goy- 
ernment bureaus are planning new 
and larger advertising appro) ria- 
tions. In addition, advertising wil! 
figure mightily in promoting prod- 
ucts that do not interfere with war 
production, such as clothing and 
non-metallic house furnishings An 
estimated 68 per cent of all 
advertising was expended for goods 
which are today unaffected by 
priorities. 


New Chicago 
Daily Moves 
to News Bldg. 


Chicago, Nov. 13.—Offices of the 
new Chicago morning newspaper 
are being moved this weekend to 
permanent quarters in the Chicago 
Daily News bldg. The newspaper 
staff has been housed in the Field 
bldg. during the organization period 

Silliman Evans, publisher, and 
Rex Smith, editor of the paper, will 
speak before the Chicago Federated 
Advertising Club next Wednesday, 
Nov. 19. 

Ted Weber, assistant director of 
publicity for the Columbia Broad- 
casting System, New York, has been 
appointed amusement advertising 
manager of the newspaper. Mr. 
Weber is being succeeded by Ha! B 
Rorke, publicity chief of the CBS 
Pacific Coast network. 


MBS Billings for 
October $839,829 


October billings of the Mutual 
Broadcasting System total $839,829, 
a 37.3 per cent increase Over the 
$611,794 for October, 1940, exclud- 
ing political business, and a 7 pe! 
cent increase over the October 
1940, figure of $784,676 with politi- 
cal business included. Billings are 
reported to be the highest in MBS 
history. 

The cumulative report for 1941 
shows $5,393,522 in MBS billings 
for this year, a 59.1 per cent in- 
crease over the comparable perioc 
exclud- 
ing political business, and a 51.4 pe! 
cent increase over U 


last year wit 


political business included, making 
$3,562,509. 


—— 
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WHY BE DISSATISFIED? LET 


‘Tuce's {PPING 
esse 


SOLVE YOUR CLIPPING PROBLEM 
74 Trinity Place—New York 
Phone: BOwling Green 9-7294 


| 


CHROMART PRINT 


. is the only color print from Kodachrome of full, 
rich carbro quality. It is on paper (not celluloid), has 
high color fidelity, great permanence. 


A Chromart gives you all the production flexibilities 
of other forms of flat-copy ... you can display it 
dramatically for O.K.s, retouch to idealize, paste into 
artwork. Platemakers tell us it is easier for them to 
make fine plates from such magnificent copy. 


Prices—$38 up. We also make lower priced Chromura 
Prints for limited mailings, displays. Write! 


PHOTOCHROME, 837 N. FAIRFAX, HOLLYWOOD 
Overnight by Plane 


, ; ee ae os Rigas: 0's iets aie sug ; etica sg Al ae tbe ; Ts bs eres oe "3 ; 
3 i re ee 
Zi 
aM 
| 
I ® ae fe: Bs Reg gs ge tig a 3 
o 7 —— 
: a 
ee 
* = a 
§ } SS — 
“ae ee 
, | 
2 — —— Se 
: \ 
3 Ce 
ae 
UTOMOTIVE JOU 
. Ee oe 6 ee ee 
aR aon ee 
a . 
é DTTON © ELECTRICAL SOUTH ¢ SOUTHERN HARDWARE ¢ SOUTHERN POWER and INDUSTRY | 
ZS #4 ee is fe Ce ss ee c ae 4 a Brac : ee ¢ ; <P 2 ae ye as ey +7 te “2 s be ‘ <3 vite RK ee FO . " Cogs. ee fae ae Fi : he: 5s as 
Rg ee PRR eae oo Epa rdire ay Oe ate LE BO ie SE oy Pes wee 


— ee eee CO 


November 17, 1941 


—— 


ADVERTISING AGE 


wn 


HOW BiG IS THE STAR? 


Largest Newspaper West of Chicago 
Largest Carrier Circulation in America 
Most Thorough Circulation in America 


Lowest Per-Thousand-Copy Advertising 
Rate of All American Dailies 


19th in Population 
1st in Primary Wheat Receipts 
Qnd in Cattle Receipts 

Qnd in Slaughter Capacity 
1st in Stocker-Feeder Cattle 
3rd in Railroad Business 

Qnd in Flour Mill Production 
Qnd in Grain Elevator Capacity 

10th in Bank Clearings 

18th in Retail-Sales 

11th in Wholesale Business 
Oth in Drug Sales 

16th in Telephones 

12th in Electrical Connections 


A Giant Market---A Giant Newspaper 


THE KANSAS CITY STAR. 


Evening—312,900 


Morning—307,789 


Sunday—318,716 
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What is happening in Germany, the Orient, Latin-America? 
Why..... there be a draft, occupation of Iceland, high taxes? 


H OW can we improve civilian defense, municipal government, housing? 


-™ are divided about questions 
like these. Some try to avoid them, look for escape 
from them, hope that the old order will prevail. 


Others face them bravely and _ intelligently, 
eager to learn the whole truth by studying all 
sides, seeking the answers, that they may find a 
better way. 


These are the people that Liberty attracts. 


And these people are good prospects. Their de- 
sire for knowledge spurs them to weigh one claim 
against another until they are convinced that one 
political platform is right, one foreign policy 
preferable, one product superior to the next. 


They are the people who will listen to the story 
you have to tell. And if you tell it well enough, 
they’ll buy. 
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are good prospects... 


For most of these people are in the peak of the Because Liberty supplies its readers with infor- 
buying market—where you get your volume sales. mation on important problems, gives both sides 
As in any cross-section of America, some are rich, of vital questions, helps to shape their thinking, 
some poor; but the majority are the important Liberty has become the guiding force behind their 
middle classes that account for 60% of all sales. actions. 
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Produces Quiz Brochure 
for Overcoating Maker 


A unique brochure entitled “Test 
Tube Testimony,” with a_ front 
cover actually encasing three test 


4 FCC Postpones 


Radio Monopoly 
Rules Once More 


ADVERTISING AGE 


respect to any failure by any radio 
station to comply with such order. 
The stipulation also provides: “Any 
party hereto may move before the 
court to modify the terms of this 
stipulation to the same _ extent 


| 


Bottlers Plan 
Increases in 


Hobler Offers 


November 17, 


Six-Plank Platform 
for Advertising 


tubes, has been issued by Tyaper| Washington, Nov. 13.—The effec-| Which such party would be entitled — | Chicago, Nov. 13.—Atherton Ww. 
overcoat pon cnn | ehreray It ma “de. | tive date of the radio monopoly| to had this stipulation been in the 194) Advertisin |Hobler, president of Benton & 
signed in quiz book form for the | regulations first issued by the Fed- form of a temporary restraining g Bowles, New York, offered § ere 
; : order issued after hearing. 


instruction of retailers and sales 
clerks to explain why cotton yarn 
is used as a base for wool-face coat 
fabrics, and to offset 
understanding of the Wool Labeling 
Act’s meaning. 

The book was prepared by Bach, 
Bernstein and _ Associates, New 
York, and reprints are available for 
consumer groups. 


Organize Camp Papers 


Army camp newspapers through- 


out the United States have been or-| 


ganized into a unit and are being 
represented by Army Newspaper 
Group, 52 Vanderbilt avenue, New 


public mis- | 


*| The 


eral Communications Commission 
| more than six months ago was post- 
| poned again this week in accord- 
ance with the stipulation entered 
| into with NBC and CBS in connec- 
| tion with their court actions. 

rules were last amended 
| Oct. 11, at which time the effective 
| date was set for Nov. 15. When the 
network’s petition for a temporary 
injunction to stay the regulations 


pending outcome of the legal action | 
|merits, and much of its content is 


| came up in New York district court 
last week, opposing counsel worked 
|out a stipulation under the terms 
|of which both the application for 


McKay Company Issues 
Sign Advertising Book 


Philadelphia, Nov. 13.—Increases 
|in advertising expenditures, some 
|}of them of considerable size, are 
|contemplated for 1942 by most 


David McKay Company, Phila-| members of the American Bottlers 


delphia, has just published “How to of C 


Make Sign Advertising Pay” by 
Orville J. Grisier, editor and pub- 
lisher of The National Sign Jour- 
nal, Denver. 

The book deals with the sign as 
an advertising medium on its own 


devoted to psychological and physi- 
cal factors controlling the effective- 
ness of the sign medium, as well as 
mechanics of sign construction and 


arbonated Beverages, which is 
| holding its annual convention here 
this week. This optimistic outlook 
persists in spite of the fact that the 
industry is having its share of prob- 
lems in the current emergency, 
including a shortage of cork for 
closures and a shortage of metal for 
outdoor dealer signs. 

A tempered Masonite sign faced 


today a six-plank platform for aq. 
vertising in a time of national ¢: sis 
The occasion was the lunchec . a 
which awards were presentec fo, 
the best outdoor advertising d« ‘ 
of 1941 (see Page 10). These pl. nks 
said Mr. Hobler, are: 

1. Let’s not take a defeatist attj- 
tude but a positive attitude, ang 
this implies that we must pay eeq 
to just criticism; so let’s put a ver. 
tising on an even higher pla: e of 
ethical and social responsibil ty. 

2. Let’s utilize research more 
fully and make advertising 
more efficient as an employ, men: 


York, as national advertising rep-| an injunction and FCC’s motion to/ placement. Price is $1.50. with clear enamel is one solution| and _ production - building istry. 
resentative. dismiss the complaint are to be con- cana of the metal shortage as developed | ment. 
| sidered at a hearing Dec. 15. A by the Dura Products Mfg. Com-| 3. Let’s work to find m: rke 
summary judgment by the court Outdoor Group Elects pany, Canton, O., although it lacks|for new or old products ma ie of 


MADE by the WORLD'S 
LARGEST Manufacturer of 


also may be announced at that time. 


Announces Stand 


R. C. Grahl, head of the outdoor 
advertising department at McCann- 
Erickson, New York, has_ been 


the flexibility of metal. Trends in 
the beverage industry are definitely 
in favor of the smaller carrier car- 


substantial materials, so that indus. 
try will be even more ale*t 


elected chairman of the Agency- creating such materials and 
Outdoor Group. Problems of out- 
door and transportation advertising 
are discussed at monthly luncheon 
| meetings. 


All Types of Signs 


According to its part of the bar- 
gain, FCC promised to “take no 
steps for enforcement of application 
commission’s order with 


ton, and real fruit juices in place of | ucts. 
synthetic extracts. 4. Let’s use advertising judi- 
Plans for 1942 ciously and competitively to stimu- 
a late mass production and lower pe; 
Advertising plans for 1942 re-| unit costs to the consumer, and thy: 
| vealed by company executives fol-| help keep prices at reasonabk 
| low: levels. 
| Mission Dry Corporation: More! 5, Let’s keep product franchise: 
| will be spent on advertising in 1942) alive, even though the products ar 
| with most of the appropriation] not universally available in the 
| going to outdoor, radio and news-| emergency period, so that we wil 
| papers, the latter getting 50 per cent! be able to move goods with th 
of the increase. least possible difficulty when | 
Richardson Corporation, Roches-| with surplus production capacity ir 
| ter, N. Y., maker of root beer: Will| the post-war period. 
| Continue to buy metal outdoor signs 6. Let’s make available to ow 
| as long as they are available. There| government the knowledge and 
| will be no restrictions on advertis-| techniques of our industry so that 
|ing unless priorities interfere. advertising can most effectively b 
| Squirt Company, Beverly Hills,| used to sell defense bonds, to secur 
Cal.: A 350 per cent increase in| enlistments in the armed services. 
advertising expenditures is planned|to keep the country informed of 
for 1942, going strong on point-of-| oyr progress in producing irma- 
/sale advertising. Newspaper and| ments, to support the nationa 
radio advertising will be used in| nutrition program and help improv 
accordance with distribution. _ \the health of our people, and t 
| Charles E. Hires Company, Phil-| make possible advertising medi: 
| adelphia, maker of R-J root beer: | that provide pleasure and recrea- 
Company has increased its adver- 
tising budget for 1942. Automatic 
vending machines are being tested. | 
Seminole Flavor Company, Chat- 
'tanooga, Tenn., maker of Double- 
Cola: Advertising expenditures will 
be increased by at least 5 per cent 
| in 1942 with more money going into 
24 sheet posters and automatic 
vending machines. nao: 
Dr. Sweet’s Root Beer Company, Macfadden Appoints 


New York: Formerly exclusively a Rowell Schiller 
New England producer, now going | d 


wv ARTK 


st16m CO, Lima, onto |Of the 


tion and help keep up the morak 
of our people. 

The presentation of 1941 awards 
was made by Mark Seelan, art 
director, Outdoor Advertising, Inc 
New York. Burr L. Robbins, chair- 
man of the Outdoor Advertising Art 
Exhibit Committee, presided. 


: eT _ Two announcements concerning 
| national, and increasing advertising| . 4°00... , . wr 
expenditures for 1942 from 400 to advertising a = + A 
500 per cent. Half of this will were m in 
go into point-of-sale advertising, New York th 
Vr 40 per cent on radio and newspaper week. In wan 
, . | promotion, and the remaining 10 them it was re 
TOLEDO | per cent in sampling. vealed that E. N 
. a) Rowell, former! 
. with Liberty, ! 
RETAIL TRADING Power Curtailment ain eapelll 
“AREA en dvertis. Postponed One Week advertising ma?- 
NX ewspaper advertis- | ae | ager of Beaut 
bh 3 . | A 30 per cent power curtailment +r 
es eo 5 ing — always a powerful | recently ordered by the Office of | and Heatt 


which w I 
merly Physice 
Culture. He suc- 
ceeds W. E. Et 
glehart, who has resigned. 


: Production Management to. take 
marketing force — does | effect Nov. 10 was postponed one 
double duty in Toledo. It does a job today | week to Nov. 17 because of rains in 
—for Toledo has huge defense orders. But 


E. N. Rowell 


the area. Three Southeastern states, 
and parts of three others, are sub- 


DOUBLE 


: P . ject to the 30 per cent cut. A five It also was revealed that 

it also does a job for tomorrow, for this ber cent curtailment for North| Schiller has been named 
defense business — $175,000,000 to date — 9 Carolina and part of South Carolina ing manager of the M 

. . 5 | was postponed indefinitely. Detective Group. 

is being handled by the established plants, | The “blackout” of all advertising, E. M. Whitney has 

P , . , signs throughout seven states re-| Eastern sales staff of Maectacot 
in metal working, in automotive products, yjins in effect, however, and all; Women’s Group, New Y 


was formerly on the sales 
the Jam Handy Organizat 
York, and previously on th 
tising staff of The Saturday é 
Post, New York. 


KTUL 


5000 watts - CBS 
TULSA, the Oil Capité’ 


FREE & PETERS, INC. 


Z/ Exclusive National Representatives 


users of power in the area are being 
asked to cooperate in reducing con- 
sumption as far as possible. An- 
other postponement is promised in 
the event of further rains. 


in glass, in many diversified industries, 
that ALWAYS give balance and stability 
to this prosperous market. 


MARKET 


Looking to the “after defense” period as 

well as to today’s sales, consider well 

Toledo — Ohio's DOUBLE VALUE market ({{*.:°"’ 
— VALUE FOR TODAY — VALUE FOR “of on eLr 

the ‘Toledo Market. TOMORROW. 


= = TOLEDO BLAD 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


Write for this com- 
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i | 
Never Underestimate the Power of a Woman ! 


Nor the Power : 
of the Magazine 


Women believe in! 


me ' 


inte 


Advertisers know! In 1941 they 
bought 22% more space in the 


Ladies’ Home Journal than in 
1940 — $1,511,368 more in 
dollars. Total expenditures for 
the year in the Journal, 
$8,302,838. 


LU | | 


————, 


~ 


4,000,000 


TLY 
LATION= CURREN 
JOURNAL THE WORLDS LARGEST AUDITED MAGAZINE CIRCU 

LADIES HOME 
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Coca-Cola Poster 
Wins First in 


Outdoor Exhibit 


Ford, Second; WWL 


The designs were judged first, on 
effectiveness of the advertising idea 
in relation to its merchandising and | 
sales producing value and second, | 


/execution of the idea embodying 


| treatment. 
| committee 


Third in Chicago Show-. 


ing 


(Pictures on Page 43) 


Chicago, Nov. 13.— Coca - Cola 
Company's outdoor poster entitled 
“Girl on Beach Robe — Completely 


Refreshing” captured first place in 
the 12th annual exhibition of out- 
door advertising art which opened 
here today at the galleries of Mar- 
shall Field & Co. The artist was 
Haddon Sundblom, Chicago, and 
the agency, D’Arcy§ Advertising 
Company, St. Louis. 

Second award went to the Ford 
Motor Company’s “Smooth and 
Quiet,” for which John Vickery was 
the artist. McCann-Erickson, Inc., 
was the agency. The third award 
went to “WWL Now 870,” drawn by 
Newton Howard for radio station 
WWL, New Orleans. Fitzgerald Ad- 
vertising Agency has the account. 
The lithographer for the first award 
was Forbes Lithograph Mfg. Com- 
pany; second award, U. S. Printing 
& Lithograph Company, Erie, Pa., 


and, third award, National Print- 
ing & Engraving Company. 
Honorable Mentions 

Ten honorable mentions picked 


by the judges were: 

“Five Cocker Spaniels—Wherever 
Life Is Friendly” for Anheuser- 
Busch, St. Louis; photograph by 
Martin Vos, coloring by Nelson- 
Wells - Tiedman. Agency, D'Arcy 
Advertising Company. 

“Aviator” design for Bowery Sav- 


ings Bank by Frank Reilly. No 
agency. 
“Girl Holding Carton — Easy to 


Carry” for Coca-Cola Company by 
Bradshaw Crandell, New York, 
artist. Agency, D’Arcy Advertising 
Company. 

“Welcome to Canada” for Gen- 
eral Motors of Canada, by A. J. Cas- 
son, artist. Agency, MacLaren Ad- 
vertising Company. 

“Recipe for a Christmas Kiss” 
for Gruen Watch Company, by Hay- 
den Hayden, artist. Agency, Mc- 
Cann-Erickson. 

“Filet Mignon” ketchup poster for 
H. J. Heinz Company, by C. E. 
Heinzerling, artist. Agency, Wm. 
Blair Baggaley, Inc. 

“Industry — Producing for Your 
Defense” for National Association 
of Manufacturers, by McClelland 
Barclay, artist. No agency. 

“Ram Full of Power” for Stand- 
ard Oil Company of New Jersey 
by Albert Staehle, artist. 
McCann-Frickson, 

“The Last Word” for Standard 
Oil Company of Ohio, by Howard 
Scott, artist. Agency, McCann- 
Erickson, Cleveland. 


, 


Agency, 


composition, design and _ artistic 
Members of the exhibit 
were: Burr L. Robbins, | 
vice - president, General Outdoor 
Advertising Company, Chicago, 
chairman; William Blair Baggaley, 
president, William Blair Baggaley, 
Inc., Chicago; C. T. Fairbanks, 
president and general manager, Ed- 
wards & Deutsch Lithographing | 
Company, Chicago; H. E. Fisk, ex- 


ecutive vice-president and general 


tS produced in 
the heart of America’s finest agricul 


Sroun City 
tural district 
Three of the world’s largest packing companies 

are located here and are now operating at c 
pacity. Over $62.000.000 worth of lwe stock has 
been received here during the first eght months of 
ttws year. Large increases have been made to the 
workers within the past few weeks. This brings 
Sioux City into one of the most prosperous cities } 


argest creamery is alse located in 


There S$ or perry re wh this 
wealthy market. That is though the use of The | 


y One way you can pr 


Sroun City Jourr 
P _nal THE JOURNAL is now runmng over 
Tat Joes ind  — 52,000 copies daily. Its circulation is 
- concentrated, covering 75.5 t Sioux 
\e@ fr, which 6 far more than any 


| 
| 
ey 
7) newspaper and reach — + dae ~ 
om ” market ee continue to stay stable 
The Sioux City Journal | 


“Grant KSCJ “core 


‘ong after the war is over 


manager, Outdoor Advertising As- 
sociation of America, Chicago; R. D. | 
French, vice-president, Outdoor Ad- | 
vertising, Inc., Chicago; A. A. Hay- 


den, Chicago representative, Foster 


& Kleiser; M. C. Keyser, office man- 


ager, Charles Wrigley Company, 
Chicago; J. J. Lechner, manager, 
outdoor department, Lord & 


Thomas, Chicago; G. Victor Lowrie, 
director of media and research, Chi- 


cago office, McCann-Erickson: C. 
Earl Pritchard, general manager, 
outdoor department, J. Walter 


Thompson Company, Chicago, and 
E. M. Zuber, vice - president, Na- 
tional Outdoor Advertising Bureau, 
Chicago. 

Exhibit Continues 


The exhibition will continue at 
the Marshall Field galleries through 
Nov. 22. It is sponsored by the 
Outdoor Exhibit Committee and the 
Chicago Federated Advertising 
Club. 


Gov. Green Names Group 
to Advertise Illinois 


Members of the Illinois Industrial 
Progress Commission have been ap- 
pointed by Gov. Dwight H. Green 
to prepare a program for advertis- 
ing Illinois, particularly its indus- 
trial achievements. Perry John Ten 
Hoor, an attorney, is chairman. 

The commission includes Sam 
Bartlett, vice-president, McJunkin 
Advertising Company, Chicago. 


La-Nu Names Pollock 
La-Nu_ Distributing Company, 
Philadelphia, has named Julian G. 
Pollock Company, Philadelphia, to 
direct its advertising. Magazines, 
newspapers and radio will be used 
for the company’s scalp ointment, 
shampoo and cosmetics. Albert J. 
Caplan is account executive. 


Se eee a, 


Rollins Boosts Output 
Rollins Hosiery Mills, Des Moines 
| will shortly restore its productior 
to a normal level. Production 
been cut 60 per cent, but Laura; 
Mayer, newly-named president if 
the company, has announced + it 
the company will add supplemen. 
tary lines of hosiery and wil] 
cotton and rayon. The company’s 
supply of silk, he said, is virty, ly 
at an end. ; 


n 


Wensley Joins OPM 

Roger L. Wensley, preside; of 
G. M. Basford company, New Yor 
agency specializing in indy ial 
accounts, has been named princ pa) 
business consultant to the min py 
construction and petroleum pro ye. 
ing equipment unit, Office of 
duction Management. 
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cme Miles Scull 
President of 
Industrial Editors 


(Picture on Page 43) 


Stillwater, Okla., Nov. 11.—Miles 
Scu editor, the ‘Naturaluber,”’ 


ond vice-president, R. H. Taylor, 
editor, “Publications Paragraphs,” 
Mid-West Printing Company, Tulsa; 
treasurer, Willie Lee Stapp, secre- 
tary, Parent- Teachers Association, 
Oklahoma City, and corresponding 
secretary, Clement E. Trout, Okla- 
homa A. and M. College. Paul Yard, 
art director of the “Diamond,” 
Mid-Continent Petroleum Corpora- 


morial award, given to the editor WAGA Boosts Power | 


doing the most outstanding job over 
and above his regular duties, was 
awarded to Luther Williams, editor 
of the “Diamond.” The Paul E. 
Yard trophy for excellence in ty- 
pography and layout was awarded 
to “Selling 66” of the Phillips Pe- 
troleum Company, Bartlesville. 


Station WAGA, Atlanta, NBC 
Blue network outlet, will begin | 
operation with 5,000 watts power | 
day and night by March 1, 1942.) 
Present power is 1,000 watts day | 
and 500 watts night. 


Names McJunkin 


_ TRANSPORT TIE-IN 
Travel by Sea and Air! 


Enjoy the THRILL of an Air Trip 
— and the REST of a real sea 
voyage 


fini any , . | General Marine Corporation, Chi- 
st a agporn ponerys El'tion, Tulsa, was named editorial Starts Newspaper Drive | cago, has named McJunkin Adver- a comasoer” 
rado, Ark., was electe residen ee ee : eeeiicele a ; be : ‘ — 41Q) fo -. ess then $10 per 
yeie : ee ee » oe t director of the association. Glenmore Distilleries, Louisville,| tising Company, Chicago, to direct aaa - 
of the Southwestern Association of| The “Mid-Continent Life Bul-|Ky., has inaugurated a fall and| its advertising. Sport magazines : <= ve 
Industrial Editors for 1941-42 at) letin,” the “Expanding Circle” of winter campaign in 140 newspapers| and radio will be used. + nroute 
the fourth annual meeting here last| the Louisiana Natural Gas Com- in which the distiller’s little colonels | — : 2a a'90 steamer carrying 
re ro ote : seal = sat of eumaneen 
weekend. pany, Shreveport, and the “Mon- again get top billing. Insertions '"’ Names Kotula Agen one 
Other officers named were: first santo Magazine” of the Monsanto the series will range from 200 to| g cy 


vice-president, Frank Whitbeck, Jr., 
editor, “Mid-Continent Life Bul- 
letin,’ Mid-Continent Life Insur- 
ance Company, Oklahoma City; sec- 


—_—_— 


Chemical Company, St. Louis, were 
winners in a competition of 29 
house publications for general ex- 
cellence. The Suzanna Jester me- 


1,000 lines, and at least two of the 
advertisements will appear in two 
colors in 50 of the papers. D’Arcy 
Advertising Company, St. Louis, is 
the agency. 


‘advertising. 


Aircraft Specialties, division of 
Tube Reducing Corporation, Wall- | 
ington, N. J., has appointed Kotula | 
Advertising, New York, to direct 


Round Trip, 30 days: $260.95 
AMERICAN EXPRESS 
TRAVEL SERVICE 


OFFICES @ BURRAUN, LOS ANCELES SAN FRANCISCO. PORTLAND. SEATTLE 


Combination journeys are being offered 
West Coast travelers by McCormick 
Steamship Company, American Repub- 
lics Line, TWA and Pan American Air- 
ways, with reduced fares an added in- 
centive. Various size advertisements 
are being carried in Pacific Coast mag- 
azines and the San Francisco Chronicle 
and News. 


FCC Grants FM 
Permits for Two 
New Transmitters 


New York, Nov. 11.—Bringing the 
total of approved FM broadcast in- 
stallations to 60, the Federal Com- 
munications Commission. has 
authorized construction permits for 
additional frequency modulation 
transmitters in Chicago and Detroit. 

Station W79C, licensed by Oak 
Park Realty & Amusement Com- 
pany, will be Chicago’s seventh out- 
let, and W73D, of King Trendle 
Broadcasting Corporation, will be 
Detroit's fourth. 

Two new Philadelphia stations, 
W69PH and W53PH, now on the 
air, bring the national total of com- 
mercial FM broadcast transmitters 
on regular schedules to 20. 

On the basis of reports from 
manufacturers, FM _ Broadcasters, 
Inc., has estimated that more than 
120,000 FM sets are in use. The 
largest listening audience is in the 
New York area, where more than 
25,000 sets have been sold. Chicago 


is second with 15,000, and New 
England follows with 10,000. At 
the beginning of the year, there 


were approximately 15,000 sets in 
the entire country. 


“Everywoman’s” Adds 2 


“Much of this increase has come during recent months as _It is therefore a matter of great significance and impor- ne ake tall ot te tee Yon 
aresult of huge government expenditures for national tance that many hard-headed business men see in the peo- Times, has joined the advertising 
defense. 


- “These expenditures mean increased industrial activity 
which in turn results in increased employment and higher 


wages, bringing about more consumer purchasing power 
which is reflected in higher farm prices. The nation is now 


in the midst of this trend.” 


This is no time to think in terms of vague generalities. 
This is a time of stark, hard and absolute realities. This is 
war time. And nations or businesses that are only medio- 


These men are riding the upward curve. 

They realize that the recent government loan rate to 85% 
of parity has established and virtually insured the buying 
power of the farmer’s rapidly increasing income. They 
know that today the farmer’s dollar is worth considerably 
more in terms of their goods than at any time during the 
last twenty years. 


ple of agriculture their most responsive and dependable 
customers—right now and in the years to come. 


staff of Everywoman’s, New York. 
Robert H. Stockton, formerly in the 
circulation department of McCall's, 
has been appointed circulation 
manager. 


Named to Fruehauf Board 

Leslie C. Allman, vice-president, 
and Elmer G. Gove, treasurer, have 
been elected to the board of direc- 
tors of Fruehauf Trailer Company, 
Detroit. 


tre in their thinking and action today may find them- 
selves picking up the pieces tomorrow. 

The world is facing facts. Let us, then, face these facts con- 
cerning a rapidly changing market condition in America: 
Many markets that today are flourishing may be weak 
or gone entirely tomorrow. And manufacturers who are 
how depending principally upon these markets for their 
business will fare accordingly. 


Fortunately for those who see this new opportunity to 
increase sales, Country Gentleman’s advertising pages are 
providing an effective and inex- 
pensive means of selling the 
influential people of this market. 


This is the first in a series of advertisements featuring statements by leading econ- 
omists, agriculturists and business authorities on the rapidly rising farm market. 


for FARM 
ADVERTISING 


* AL SPOKESMAN Newscolor (in 4 colors or less) 


Y, NATION the ideal low-cost printed 
Y YY, H 


FOR AGRICULTURE motion for reaching rural mar- 
.. CHICAGO ... 


kets. You don’t need super- 
coated paper to put your message 
across to the practical, down-to- 
earth farmer. See copies of well- 
planned, low-cost R. F. D. mail- 
ing pieces we've produced for 
prominent advertisers. Samples 
on request. 


SHOPPING NEWS ’ 


Rewscotr Division CLEVELAND 


DETROIT ... CLEVELAND... BOSTON ...SAN FRANCISCO ,.. PHILADELPHIA 
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, cape ; ‘ ; ee ADVERTISING AGE, by any national] 
Washington Editorial Office, 1226 National Press Bldg. sereeeee Tol, REpublic 7659 | i; advertiser or advertising agency 
G. D. CRAIN, JR., President and Publisher i. executive writing on his businese 


S. R. BERNSTEIN, Vice-President. 


O. L. BRUNS, Vice-President. 


Editorial Department 


S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN 
A. P. MILLS, FRANK HICKS, JOHN B. MILLER, RALPH O. McGRAW, E. C. HALL 


J. CORTADA, RAYMOND H. STOKES and JOHN CRICHTON, Associate Editors 


E. KEBBY, Secretary | 


letterhead. 


No. 


1902. How to Seal Corruguted 
Shipping Boxes. 
Number one of a series on prac. 


Correspondents in All Principal Cities tical packaging information, this 

aes small booklet, issued by Hinde & 

Advertising Department | Dauch Paper Company, discusses 

Charles B. Groomes, Advertising Director | sealing procedures which prevent 

NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. | waste of materials and loss from 


Murphy, Carl Doty. 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. 


| damage in shipment, speed Opera- 


Gafford. SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg. Walter S. Reilly, —— ee 
Manager. LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, , 
Manager. 'No. 1903. Country Gentleman’s 
MEMBER 1941 Book of Facts. 


Audit Bureau of Circulations, Associated 


Business Papers, Inc., National Publishers 


This new book, issued by Country 


Association, Advertising Federation of America Gentleman, reviews the- pub ica- 

tion’s documentary film, “Sced,.” 

Vol. 12, No. 46 November 17, 1941 10 Cents a Copy, $2 a Year showing facts in action, and con- 
tains a reference section showing 


Moving Dealers’ Inventories 


There has been so much talk of | 


scarcities of commodities, actual 


and potential, that some people have 


leums, 20-49 per cent; chinaware 
and glassware, 1-19 per cent; house- 
wares, 15-50 per cent; electrical ap- 


© 1941, 


Times, Inc 


a 


where the farmer spends his money, 
how much he spends for advertised 
merchandise and his status as a 
prospect for advertised brands. A 
circulation section of the book pro- 
vides the latest count of Country 


Gentleman circulation with other 


forgot that there is still a major | Pliances, 20-49 per cent and radios, Reg U & Pat Off, All Rta Res. Gate from the 100 census, arrangs 
; ! 56 ear etek nnd bile in alphabetical order by states and 
Z job to be done in moving goods | 9% per cent and higher. Chicago Times Syndicat by counties 
, already manufactured and in the| These figures mean, if they mean d add . - 
’ ; : , any ‘ ~alers ave Ee 7 3. i 't st i- 
hands of dealers and distributors. | anything, that de ale rs. have been Please, Gentlemen! | beg a = me a raise! | can't stand addi No. 1900. Standard Coverese Ris 
: As A. C. Nielsen and other research- | buying heavily in anticipation both | port. 


ers have frequently pointed out, it 


|of higher prices and expected heavy 


|demand for specific products is one 


per cent increase. 


of that title which is passed out to 


Station WTAR, Norfolk, Va., has 


“Not mad, just terribly hurt,” is 


2 "pts i +4 , >] e re ” . . . . 
is easy for manufacturers to assume | tail sales. But their orders to | A d a l 1 b b 1 n issued this report of its certified 
4 that the orders they receive repre- | manufacturers merely reflected their | g | coverage survey, made since _ its 
E sent effective consumer demand,|0Wn opinions of the outlook, rather | recent increase in power and im- 
, whereas they merely transfer prod- than actual consumer demand for | New-Style Wages ‘announcing that the stores’ policy agnor in its antenna System. 
: ucts from factories to warehouses|the various goods. And as the) gine, & Hubbard president Of several years’ standing, of sub-| “He booklet contains maps of the 
, and retail stores. Until the public | automobile sales situation in many) ang general manager of KSTP, Mitting only one bill between Nov. | porous = ats an ot nae 
a : eanrdince , een ey ‘ ’ ‘ “ - i ‘cagn. | areas, W é ations of popula- 
: actually buys and consumes the| markets shows, regardless of the | Minneapolis, has just put a new|!5 and Dec. 31, is being discon~| “reas, igen a aoe of popula 
’ . ae smaller ber of cars to be manu-| clidj a ae ‘ ‘fect which |tinued this year. This year, No-| tion and radio families. 
goods, the manufacturer’s position | Smatier numbet cars é sliding wage scale into effect which 1 ill % ’ bl | 
: . iil inca os de oki a eee atic aah 9 sii a ‘ vember purchases w ayable - , 
Mes must, at best, remain in a doubtful | factured, there is still a sales and) seems to merit a great deal of con- | ' "inet a % a , Oe _|No. 1905. 7 Point Merchandising 
category advertising job to be done by the| sideration, since it makes an at- " ecem Ss Just ; as a otner | Cooperation. 
: ’ f ite enige sacl wis ‘yge¢ | Charge account purchases are pay- | ; 
: The facts regarding current heavy |manufacturer and dealer. Any ao to keep ee og og wae | cite ihe following month. The step,|. 1" this folder, issued by the Mus- 
— : : i as sar a consté vel as pos- |‘ ° . »Il be at , 
retail inventories should give manu-| similar situation must be met by ible near a constant level as p says Wanamaker, is designed to kogee Phoenix and Times-Democrat, 
; » sz > < i j oY arkets | > . 7 : “hed P kK Ie clz are > or 
facturers wondering what to do) ™ same solution in other markets Under the KSTP plan employes’ | help stem inflation and to relieve Muskogee, Okla., are enumerated 
about advertising something definite | where restrictions on production are | base pay will be increased or ‘de- |the individual of undue budget and illustrated the sev = poe of 
—_— taili H 7 | being effected. hae mbites ee ae ee pressure. merchandising cooperation offered 
to work on. Retailing Home ur-| g creased every two weeks, in accord- by these newspapers The folder 
nishings, a Fairchild publication,| Heavy inventories in retail stores | ance with the latest Department of ; ~ & a in pa Te Bi. re 
recently made a survey of inven-|are probably justified by increased | Labor cost of living statistics, with Jottings market's business activity. 
‘ tories among 134 department and | buying power in the hands of many | the 1935-39 living cost average fig- Minneapolis Star Journal and ; . = 
q furniture stores, and came up with | consumers throughout the country,| ured as the base of 100. Accord- Tribune does an excellent job of No. 1896. They Were Talking 
: some impressive figures. Furniture} but the task of translating that) ingly, the next paycheck for the | explaining how news is turned into About Us. . . 
i stocks are from 20 to 29 per cent| buying power into active, effective studio personnel will carry a 6.9 | newspapers in an eight-page tabloid 
x b Ss & « yA J ’ 


heavier than a year ago; bedding 
from 20 to 50 per cent larger; drap- 


which, as always, must be accom- 


In no case will any employe’s pay 


visitors. The story is told entirely 


the way The Star Weekly, Toronto, 
describes its feelings when someone 


be cut below the original rate which | through easy - to- understand pic-| 00 joanna. aac : é, My 

eries, 20 to 49 per cent; curtains, | plished through vigorous and effec- _— sasainn Cabin the new | tures and captions. . . aie cau tig Be ayy d 

20-49 per cent; lamps, 50 per cent;| tive advertising and sales promo- salary set-up was initiated. Hotel Management and Restaurant nit anidiien pe ae chem i 

floor coverings, 20-49 per cent; lino- | tion. Management don't believe restau- apie period ‘of brooding » esate * 

Now It’s Egg Cartons rants should get involved in the | egast survey of the Dominion was $ 

. . The newest advertising medium, or gat anne ao pong hes made, and results tabulated in this . 

Editorial Layout Problems we learn, is egg cartons. A. E.| ‘Orla! director, pointed our in attractive book. Readership pet- ‘ 
Hartman, Inc., Union Trust bldg., "ecent editorial that “when your centages are shown for the various 


One of the greatest improvements 


gone into the production of striking 


Pittsburgh, has just announced that 


customers no longer eat and drink 
for the pleasure of it, you are on 


sections of the paper by location, 


which have been made in recent] layout effects, without pausing to the medium is now available for ; . a ogee ete age, income and occupation. 
years in the design of magazines | inquire whether they have made small test campaigns in Rochester, ter Mina ee 

has been the use of color and the|the pages more inviting for the nage eh igie and Dallas, and will ss a . re No. 1853. Cross Country Inventory. 
application of modern art tech-|reader. If they have not been, the | % available next year on a coor-| The Bryn Mawr, Pa., Co-op is| Since publication of its Cortland 


are usually more effective in im- 


dinated, nation-wide basis. At that 


who brought modern design into Tightens Credit 


ithe editorial field. But it is such a 


actually price-conscious these days. 


barred for lo, these many years by 


partment set-ups in these 


, : Wanamaker's sent all its charge the Christian Science Monitor. The} One section is devoted to a COP) 
- pressing advertisers than readers. | powerful technique that it has its account customers, both in Phila- abbreviation is listed under “not analysis, which includes comments 
The advertiser accepts the fact that} very real dangers as well as its|qelphia and New York. a notice acceptable” right on the Monitor's from readers on the appeal ° 
time and care and expense have | advantages with their November statements, rate card... tain types of copy. 
; oe ate Te petty pet a): 
, : Oa, ¥ wr * ; % wtp 
4 ts ghee re at B ee 
J ;. 4 “ . hig: age 


’ : 0 N.Y. 5s - 1 . on 
niques to page layouts. While the | primary purpose of the editorial ltime, full national, sectional and In a long list of products which the ae mes — smother ba 
general result has been good, there layouts has been missed. seasonal coverage in any combina- co-op claimed it was selling at un- | has issued a number of other yOoks 
is some danger that the idea may Magazines are made to be read.| tion will be available on a mini-|beatable prices was included the containing material from the entire 
be carried to such an extreme that/ Like books, their pages should be | mum of 350 million cartons a year, item: “Penny candy. ic.” .. country. These include a Cross 
the reader may be impressed by the | inviting. The type should be leg-| Mr. Hartman avers. Dickie - Raymond recently pro-|Country Inventory — General Data 
layout but distracted from reading | ible, set in sizes and widths which “The potentialities of advertising duced a booklet for the Air Express Food Products: Automotive: Baby 

the pages. are well adapted to ordinary vision, | on the tops of egg cartons are truly division of Railway Express Agency Products; Household Goods: and 
s Some typical magazine layouts) Illustrations should be printed in a mr. Hartman says. VAs that “plagiarizes the style and for- Cosmetics-Drugs. The studies show 
, employ color even in headlines, and | more than one color when this is me er nen lly — of the prime mat of McGuffey dl SOUS TeAGETs, farm family ownership and _ pul- 
dlrs ieee oviemata tneeted t male the tleture more | Cems oe healthful living, the and does it well. “Prime: for Prac- chases in these classifications 
aay en Ss ; . egg carton is an exceptionally log- tical People, Containing Useful Les- 
a oo ee repaghimncengte but ical medium for the advertising of sons & Edifying Information for No. 1881. How to Advertise and 
legibility materially.. In not a few | not merely for the purpose of using | ¢o9q and other household products. All,’’ does an interesting job of sell- Sell to Hotels and Restaurants 
os instances, headlines are slanted|color. In general, the layout should | [pn addition to the highly valuable ing the services of the Air Express The principal theme of this book- 
across double page spreads in a| be effective in dramatizing the con-| point-of-sale contact, egg carton ad- division. . . let, issued by Ahrens Publishing 
7 fashion to which the eye of the | tent of the article, but it should not| vertisements achieve an enormous The chamber of commerce that’s Company, is ‘to suggest wa} and 
reader is not accustomed, thus mak-| be so garish as to discourage nor- | repetitive effect by being seen sev-| currently concerning itself with the means of maintaining advertising 
ing it extremely difficult for the | mal enjoyment of its contents |eral times a day by the housewife elimination of “Xmas” as a substi- schedules in the face of a s! ae 
display lines to perform their func- Improvement in editorial presen- — they enter the kitchen. Waste tute for Christmas (and the idea of materials and equipment. | er 
tion of informing the reader as to} tation has been so marked that ered pa is impossible in this has our hearty support) should in |illustrate current data on the 
the contents of the article. credit should be given the pioneers | medium. all fairness be told that copy in- and restaurant market, with s - ‘ 
itori cluding “Xmas” in it has been pages of charts showing sale* d¢- ( 
Editorial layouts of this characte 
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 yeare and eight months ago Farm Journal 
ed” the Farmer’s Wife to form history’s largest 
magazine. Every successive month since then 

ylation has increased! A unique publishing formula | 
_ which delivers a more timely and useful magazine has» 
made Farm Journal the world’s greatest rural publi-— 
cation —an extraordinarily potent advertising force. 


GRAHAM PATTERSON, Publisher 
Washington Square, Philadelphia 


_ AMERICA’S GREATEST RURAL FO 
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Blanchard Joins OPM Women’s magazines again pro-  paign will be used in grocery trade FLUFF 
F. S. Blanchard, who has been Feature ‘omplete | vide the backbone of the program. papers. 

associated with Pacific Mills since Walnut ads will appear in Better, Southern California and New| 

1913, has joined the Office of Pro- 8 8 Homes & Gardens, Good House- England states will be employed as | 

duction Management as textile con- Reci eS in New keeping, Ladies’ Home Journal, Mc- | test markets this year for the as- 

sultant in the bureau of industrial p Call’s, True Story and Woman’s| sociation’s new pack of unshelled | 

conservation. At one time he served Home Companion. Copy also will| walnuts packed in cellophane bags. | 


Uptown, downtown, women give the same repiy) 
Ne oar 


7 cae “is responsibilities tor | Wf | f f) . appear in Sunday supplements in| To meet the added costs, this pack | 
Pacific Mills “aetna Gatelhed promo- | a nu rive 24 metropolitan newspapers, along/is priced two cents per pound 
tion, public relations and market with a modest schedule in Jewish! higher than the same walnuts sold 
research. . * newspapers of New York City! in bulk. 
— pe wer Al-| timed to tie in with various holi- ———_— 
Fischer Names Kiernan so lest New Cellophane days. ; 
P Resumes Drive 


Michael Kiernan has been ap- Packages Use Complete Recipes 
pointed sales manager of Fischer 


: , - 
Exhibits, New York. He was for- | Ads in the magazines and supple- for Mystic Hand 
merly on the sales staff of the Los Angeles, Nov. 13.—The 1941-| ments will be in natural color fol- 


Herald - Examiner, Chicago, and) 42 campaign for Diamond walnuts | lowing the same general pattern as Cream in N. i - 
previously on the staff of the Chi-|swung into high gear this week,|in the past but with a new twist. 


That word "Fluff" struck an answe ng 


cago Tribune. timed to coincide with early ship-| Each will illustrate made-up dishes New York, Nov. 11.—Mystic Lab- | — Se ee reper 
ments arriving in Eastern markets.| prepared from tested recipes, and STONETIOR, Inc., is promoting Mystic | Fe cannes ane ~ ghd “14 re 
The basic theme does not differ | will offer a free copy of the associa- hand — cy 30 ere oe the kets will make use of that fact in inser. 
QUALITY ° ECONOMY | greatly from those used in past|tion’s recipe book. But this year New Fork metropolitan area, first) tions appearing every week, or less often. 
THEY CAN AND DOGOTOGETHER years. C. F. Meals, advertising|each ad also will carry a complete puniicetion _aaverteng for the the rest of the year. An appencage 
— |manager of the California Walnut | recipe of the dish arranged in easy- product in several years. ; brings up the matter of towels, napkins 
|Growers Association, points out that | to-use fashion. Conforming to re- ‘Shifting from advertising which | and facial tissue. Young & Rubicam 

women still buy nearly 95 per cent| sults of extensive tests, Mr. Meals|i8hlighted the glycerine content | is the agency. 


of all groceries so the story is ad- | said the main text has been held to|!" the cream, current promotion is | 
dressed to them. Women shoppers a minimum. The tests revealed that built around the theme, “There's RCA Ti 4 ith 
BOOKLETS |are still attracted by colorful sant bea readers pay little attention acct 3 in it: oe ee | 1es in W1 
e é 2 ‘ inues: “If you’ve ‘tried everything ° e 
COMPLETE plays and thus induced to buy some | to large blocks of copy but will read ap ; ' . gpa | 
: canes COPY & ART product not on their shopping lists,| recipes down to the final direction. for eng: Poe a without suc-' Airline In New 
DEPARTMENTS | <q displays will be built in retail| The association will again use |°°5S: UY Mystic hand cream, Dally 
+ SALES HELPS stores. The campaign carries | outdoor posters in 52 cities remind- =— makes hands soft, white and | Radio Promotion 
LAUREL PROCESS COMPANY | through from the planning of|ing consumers that “It’s Walnut beautiful. Believe us, there's some- | Camd N. J.. N 13. aot 
marpreimms «(00 CANAL STREET, NEW YORK | Time.’ : thing in it.” Le ee et res 
MANUAL soc ‘ |/Time.” Dealer helps are provided | .= & a a , 
ON REQUEST WALKER 5-3030° ‘in various forms and a special cam- | Insertions of 70 lines will appear 
: | two and three times weekly for the 
duration of cold weather. Lawrence 
C. Gumbinner Advertising Agency 
directs the account. 


RCA 
Mfg. Company will launch full pro- 
motion for its new Fly-Weight 
radio in national magazines in mid- 
December, along with an American 
Airline’s tie-up. 
The new portable will be shown 
—— in the RCA Victor advertisements 
Seeks Appropriation in The Saturday Evening Post Dec. 
The Board of Publicity of Buf- 6 and Life Dec. 15, and will be fea- 
falo, N. Y., has recommended to’ tured in a full-page four-color ad 
Mayor T. L. Holling that an annual jn the Post Dec. 13. 
appropriation of $100,000 be made 
to “properly advertise the City of Stress Light Weight 
Buffalo.””. The board also recom- The promotion will center about 
mended that a paid staff be made 


available to carry its recom- : : 
lable to carry out its recom-/.)) promotional material mailed to 
mendations and that the board’s 


name be changed to Bureau of Pub- Gealers will include the Amet eer 
lic Relations or Bureau of Informa-| Airline theme, and a balsa wood 


|meals to purchasing food and even 
'to its preparation in the kitchen. 


the new radio’s light weight, and 


tion. glider “give-away.” In 37 cities 
———_—— where the air line has offices, rep- 
Dissolves Partnership licas in balsa wood of American 
The partnership of Sohn - Judson Airline Flagships will be used al 

. . . . window displays, and airline hos- 


Advertising, New York, has been ; 
dissolved and Lee Sohn has become | teSS¢s will make appearances in the 
owner and director of the new com- | radio departments of large stores in 
pany, Lee Sohn Advertising. | principal cities. 


GET OUT IN FRONT 
and SELL 
0 L | D IT | / F N in the Central Southwest! 
FAMILY MAN! Fe reves va mabye ain 


are up! Employment is up! .. . People 


CLICK sells 2 out of every 3 copies to men like him and are making money and spending it... Busi- 
their families. No other big general magazine does that! ness is on the up-swing! 

Most circulate primarily among “white collar’ families, | Defense spending ? — sure, industries in 
\ residents of “Suburbia,” but CLICK offers a different this area are getting a share of the defense 
i \ market—the working man and his family—a market | and allied contracts already well over 
AES looming more sellable every day*. $200,000,000,00 has been awarded in KWKH’s 
Working men earn the bulk of America’s pay checks, | primary coverage zone. Five big army bases 
and their families consume the bulk of the nation’s inside our primary quarter the largest con- 

products. To neglect them is to ignore the trend of the centration of troops in the nation. 


times. Be sure CLICK is on your next advertising schedule. Get out in front and sell! Tell the eager- 


. . to-buy audience in the great Central South- 
Reaching the Working west with KWAKEH’s 50.000 watts of response- 
ABLE coverage ...a real selling tool to help 
M | Hy f i| | you get more orders, 
af and mlS ramily! 
HARRY HAYDEN, ADV. MGR. | KWKH 
* A recent survey reveals that 67% of CLICK’S readers are working men 50,000 WATTS * CBS 


and their families. Free copies of the survey are available on request. SHREVEPORT. LOUISIANA 


Offices of the Advertising Representatives ; 
Serving the progressive Central Southwest 


i | 551 FIFTH AVENUE - NEW YORK CITY REPRESENTED BY THE BRANHAM COMPANY 


731 PLYMOUTH COURT, CHICAGO — DUNCAN A. SCOTT & CO., SAN FRANCISCO 
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@ LABELS @ CARTONS “OLD FAITHFUL” —that's the way The United States Printing & Lithograph 
@ DISPLAYS @ POSTERS Company is regarded by the large number of organizations it has served with 
@ FOLDERS @ BOOKLETS Packaging and Advertising Materials for many years, some of these friendly con- 
@ DISPLAY CONTAINERS _ nections dating back 74 years. In the present emergency “U-S” dedicates all its 
@ CALENDARS resources and buying power—all its skill and experience—plus the tremendous 
production facilities of its five great plants to the continued service of its customers. 


The 
Uniten S rntes PRINTING & LITHOGRAPH (0., 


AND DIVISIONS .« .+« +« HOME OFFICE © 342 BEECH STREET © CINCINNATI, OHIO 
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ADVERTISING AGE 


Discount Buying 
Scored in Report 
of Manufacturers 


Industrial 
Wholesale Buying Hurt) 
Everyone, NAM Says 


New York, Nov. 12 


partment 


of so-called 
“industrial 


stores, which 
trying for years to combat the evil: 
discount 
selling,” 


threat to 


Selling 


and employes 
prices; 
“Should not 


-Leading de- 
have beer 


houses anaG 
practices 


blamed for the diversion of at least 
$4,000,000,000 a year 
legitimate retail outlets, have scored 
their most important victory by en- 
listing the support of the National 
Association of Manufacturers, Ap- 
VERTISING AGE learned today. 
Describing the 
orderly 
distribution, the NAM has adopted 
d a four-point resolution, as follows: 
an “A manufacturer should not sell 
his products to another manufac- 
turer for resale to officers and other 
|}employes or directly to such officers | eral 


resell to officers or | 
other employes merchandise which 
he has bought for his business use 
except for occupational use; 


“Should not 
in sales from 


situation as a 
production and 
The NAM’s 


less than retail 


permit officers or 
other employes to buy merchandise 
direct on his order or indirectly on 
the strength of his name; 

“And should not allow the sale of 
his products to his own officers and 
other employes for resale.” 

Follows Special Study 
official 
ment followed consideration of the 
problem by its committee on indus- 
trial practices, headed by Donald- 
son Brown, vice-chairman of Gen-| ers, 
Motors Corporation, in coop- 
eration with a special committee of 
New York department store execu- | already 
tives, representing the New York 
Council on Retail Trade Diversion. 

A joint report of the two com- 
| mittees, soon to be released, asserts 


individual enterprise.” 


the diversion of sales “encourages 
unfair attacks on distribution costs 
and thereby induces attacks on all 
Participa- 
tion by a consumer goods manufac- 
turer in the system under attack, 
the report says, “cheapens his name, 


vitiates the appeal of his advertis- 


pronounce- 
listed in the report 


employe 


reflected 


committee comments. 


ing and promotion, and undermines 
his own price structure.” 

The channels of trade diversion 
include ‘“dis- 
count concerns, so-called wholesal- 
associations, 
unions, and independent brokers.” 

“The cost of national defense is | 
in the 
cost of consumer goods,” 


credit 


increased 


the NAM 
“is of 
| utmost importance that everything 
| be done to counteract this. It is felt 


DOES IT INCLUDE FARM PUBLICATIONS? 


pete eet ae 


Advertising plans for 1942 must 
consider the farm market as never 
before. For the farmer is in the 
strongest buying position he has 
known in a generation. Cash in- 
come is at a new peak. And farm 
purchasing power is better forti- 
fied than it has ever been. 
Developing this market for your 
product, doing it quickly, soundly 
and economically, calls for the 
same advertising strategy you 
would employ to develop any 
other market, namely, using the 


most effective medium available. 


From any standpoint the farm 
publication ranks as this most 
effective medium. Coverage? 
Every reading member of the na- 


tion’s 6,000,000 farm families. 


AGRICULTURAL 
_ PUBLISHERS | 


Influence? What medium can com- 
pare with one which adds hun- 
dreds, even thousands of dollars, 
to a farm family’s income? Inter- 
est? No other medium deals di- 
rectly with the farm family’s two 
basic interests—earning a liveli- 
hood and enjoying a better living. 

1942 is a year of new opportu- 
nity for advertisers to the farm 
market. And farm publications 
provide the quickest means of re- 
alizing that opportunity. Agricul- 
tural Publishers Association, 333 
N. Michigan Ave., Chicago, IIL. 


down. 


/merchandise, in the 
| which the 
| ceived.” 
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that opportunity and responsibility 
in working out improved distribu- 
tion policy and practice confront 
both manufacturers and retailers. 
Their joint responsibility is to 
maintain our high national stand- 
ards of production and _ service, 
while their common opportunity is 
to make every possible reduction in 
costs to the consumer, consistent 
with those standards. 

“Due to confusion and abuse, the 
lines between orderly production 
and distribution are being broken 
Reports come from many 
cities that ‘reciprocal or industrial 
selling’ is increasing; that the true 
functions of distributor and whole- 
saler are being abused by the mak- 
ing of retail sales; and that na- 
tionally advertised and _ branded 
items are being exploited by alleged 


| ‘discount’ concerns, also engaged in 


unidentifiable 
purchase of 
may be de- 


the promotion of 
consumer 


York 
Division 


According to the New 
Council on Retail Trade 


|irregular distribution practices are 


based on consumer acceptance of 
nationally advertised merchandise. 
Leading product classifications in- 
volved are electrical appliances; 
watches, silverware and jewelry: 
camera and photographic supplies: 
radios and musical instruments: 
sporting goods, toys, luggage, cut- 
lery and specialized wearing ap- 
parel. 


Advertising Revenue Lost 


In New York State the annua! 
total of retail trade diversion is 
placed at $250,000,000. Since re- 


tailers handling the types of goods 
listed customarily allocate about 
five per cent of their gross sales for 
advertising, the advertising volume 
represented by these losses is ap- 
proximately $12,500,000 a year. 

In the 12 largest cities in New 
York State—New York, Buffalo, 
Rochester, Syracuse, Yonkers, Al- 
bany, Utica, Schenectady, Bing- 
hamton, Niagara Falls, Troy and 
Mt. Vernon—the annual advertising 
loss due to irregular distribution 
practices is estimated at more than 


$7,000,000. 
The New York Council assert 
that losses to established retaile: 


through trade diversion total at 
least 10 per cent of all retail sales 
Since latest government figures 
place the nation’s retail trade in 
1939 at $42,041,790,000, the annua! 
trade diversion volume is well ove: 
the four-billion dollar mark. 


To O. S. Tyson 

Lyddon & Co. (America) New 
York, wood pulp exporter, has ap- 
pointed O. S. Tyson & Co., New 
York, as advertising agency. 


/ 
CHICAGO'S 


KNICKERBOCKER 


One of America’s very finest 
hotels, providing the quiet 
and comfort advertising 
executives demand. Adja- 
cent to the Palmolive Build- 
ing and “ Advertising Row’, 
the Knickerbocker offers 
convenience and accom- 
modations of distinction. 


ALLAN G. HURST, Mencager 
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Gets Soap Account 

Colgate - Palmolive - Peet Com- 
pany, Jersey City, has appointed 
Ted Bates, Inc., New York, to direct 
advertising for Crystal White soap, 
distributed and advertised in the 
West. 


Federal Leaders 
Talk New Defense 
Savings Scheme 


Washington, D. C., Nov. 12.—With 


KGO Names Paltridge 
J. Gilbert Paltridge, for the past 


seven years with Foster and Kleiser 
enactment of a price control bill Company, San Francisco, has been 


apparently as much as two months named sales promotion manager of 
away, administration leaders who stations KGO-KPO, San Francisco. 
are casting about for some other ——- 
method of controlling inflation have 
come up with a novel plan which 
would require purchasers to buy 
jefense savings stamps in order to 
get certain consumer goods. 

The plan is still in the incubator 
stage, and may be discarded with- 


Council Names Agency 
Policyholders’ Advisory Council, 
New York, has appointed Victor 
van der Linde, New York, to direct 
radio and publication advertising. 


Cartoons, Comic 
Headlines Mark 
Hanes Campaign 


New York, Nov. 12.—With the 
coming of cold weather, P. H. Hanes 
Knitting Company has launched the 
annual fall campaign for its winter 
underwear in 882 newspapers and 
six farm magazines. 

Copy has a humorous touch, using 
cartoon drawings to emphasize the 
cold weather comfort of the “winter 
sets,” the middleweight garments 
With which “you’re warm enough 
without sweltering indoors.” Such 
headlines as “So she let me out of 
the dog-house,” “As cold as a well 


digger in the Klondike,” and “Over- 
coat time is winter set weather” 
are used. Newspaper copy is timed 
according to weather zones through- 
out the country. 

On the magazine schedule are 
Country Gentleman, Farm Journal 
and Farmer’s Wife, Grit, Holland’s 
Magazine, Progressive Farmer and 
Southern Agriculturist. N. W. Ayer 
& Son is the agency. 


“Time” to Rebroadcast 


The “March of Time” broadcast, 
half-hour news dramatization, heard 
over the NBC Blue network on 
Thursday evenings, is now tran- 
scribed and short-waved to Europe 
every Friday at 4 p. m., EST, over 
station WGEO, Schenectady. 


Starts Psychology Series 
Advertisers’ Club of Cincinnati 
has inaugurated a series of weekly 
lectures on “Applications of Psy- 
chology to Advertising,” which are 
presented each Wednesday in the 
auditorium of the Cincinnati Gas & 
Electric Corporation. Charles E. 
Fay, FotoLith Company, is general 
chairman of the lecture series. 
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ut so much as a public airing. 
There have been no public sugges- 
tions that such a system is to be 
adopted, but recurring reports have 
it that the idea is being brought to| - 
the attention of congressional lead- | x, 
ers and that it has the support of Pe: 
high government officials. ; 
Vice-President Henry A. Wallace, 
who is also the titular head of the 
Economic Defense Board and the 
Supply Priorities and Allocations 
Board, is said to be the originator of 
the plan. Treasury officials report- 
edly favor it as a method which 
would step up materially bond and 
stamp sales as well as impede in- 
flation. 


How It Works 

The plan would work this way. 
A list of consumer goods would be 
irawn up, probably including only 
luxury products and those using 
scarce materials necessary for de- 
fense Purchasers of such items 
would be required to buy at the 
same time a specified amount of 
defense stamps. A potential buyer 
of a $100 refrigerator, for example, 
might be forced to buy $10 worth 
of defense stamps in order to get 
the refrigerator. 

Necessities such as food and 
clothing would not be included on 
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is appliances and automobiles, of Coated pa i develop. 

would be included. Adoption of Paper prices per at “UNcoated ‘ 
such a plan would make unneces- 

sary a rationing plan for such prod- 


ucts which are fast becoming scarce 
jue to production curtailments. Ra- 
tioning of cars has been predicted 
for next year, with each potential 
purchaser required to prove a real 
need. 

Adoption of the so-called Wallace 
plan would mean that all products 
n the list would bear a_ higher 
rice tag, but the extra cost would 
e given to the purchaser in the 
form of savings stamps. The Treas- 
iry would get the extra amount 
nd the purchaser would have a 
savings backlog to meet post-emer- 
gency demands. 

Enforced savings plans of one 
ort or another have been suggested 
ipon several occasions in recent 
months, but none has reached the 
lage of a bill in Congress. Gener- 
lly it has been felt that the public 
ould not stand for any such sys- 


Consider the paper problem faced 
by Publishers before the arrival of 
Consolidated Coated! The high cost 
of conventional coated papers made 
their use impractical for many pub- 
lications. The alternative was to use 
uncoated stocks, which cannot be ex- 
pected to reproduce fine halftones 
with proper brilliance and detail. 
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also have found Consolidated Coated 
the answer to their paper problems, 


By using Consolidated Coated, 
Printers and Publishers now produce 
quality work on a fine enamel at a 
cost no more ... and in some cases 
actually less . than they formerly 
paid for uncoated stocks. Advertisers 
no longer need restrict their runs of 
catalogs or booklets, or be content with 
inferior printing results, because of 
paper costs. The last door to quality 
printing has been opened by this fine 
coated wa in the price range of 
uncoated. 


Consolidated Coated Papers are 
stocked and sold by leading paper 
merchants, One of the 4 famous 
brands is almost certain to be just 
what you require for your next job. 
Ask your paper dealer, or printer, or 
write us for printed samples, 
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Defense Chiefs 
Adopt Over-All 
Allocations System 


Expect Control to Ex- 
tend to Every Concern. 


in Country 


Washington, D. C., Nov. 12.— 
Government control over industry 
advanced this week to a degree 
never before attempted, following 
adoption by the defense high com- 
mand of an unprecedented policy 
of allocating all supplies of vital 
materials for both military and 
civilian use. 

The allocations program, long an- 
ticipated as the only possible rem- 
edy for the overloaded priority 
system, means simply that month- 
to-month supplies for all industries 
using critical materials will be 
rationed directly by the government 
on a “first-things-first”’ basis. 

The policy was adopted in par- 
allel actions taken by the Supply 
Priorities and Allocations Board 
and the Office of Production Man- 
agement. Of importance to civilian 
business which overlaps the defense 
program is the acceptance by SPAB 
of the principle that “minimum 
quantities of the needed materials 
would be assured to essential in- 
dustries whose operations are cur- 
tailed.” 

To Take Time 


The SPAB announcement pointed 
out that a transitional period will 
be necessary before the entire pro- 
gram takes effect. “As it gradually 
emerges, however, the program will 
give greater certainty to American 
business and industry, and it will 
also mean that defense officials will 
have a clear, over-all picture of the 
nation’s total requirements for raw 
materials, SPAB having previously 
authorized its executive director to 
get detailed requirement statements 
for the armed services, the mer- 
chant ship program and lend-lease.” 

The allocations system will be 
extremely difficult to administer, 
but defense officials had no choice. 
So many priority ratings have been 
granted that they are meaningless 
in many cases, since even a rela- 
tively high rating does not insure 
that delivery of a critical item can 
be obtained when needed. 

Priorities will not be discarded 
entirely. The ratings will still prove 
useful as a rough index of need. A 
company holding an A-2 rating, for 
example, has previously demon- 
strated to defense officials its need 
for materials in preference to an- 
other firm holding an A-7 rating. 

Under the allocation plan, de- 
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fense agencies will determine to 
what degree each civilian industry 
using critical materials must cur- 
| tail operations. Then sufficient sup- 
| plies to permit production on the 
| reduced scale will be provided by 
| the government. All allocation pro- 
grams will be devised so as to per- 
mit upward or downward revisions 
| as defense needs rise or fall. 
Virtually All Affected 

So sweeping is the new system 
|that practically all of the 184,000 
| manufacturing concerns in the 
country will be affected in some 
way. Eventually, if not immedi- 
|}ately, they will become dependent 
| upon government allocation to con- 
tinue in business. 

With the exception of the farm 


equipment industry, which has been 
a “guinea pig” for the new plan, 
previous curtailments ordered in 
the interests of defense have con- 
sisted of maximum production 
limits in terms of units. Makers of 
such products as automobiles and 
washing machines have been told 
that they must make no more than 
a certain number of units, and were 
forced to obtain materials as best 
they could through use of priority 
ratings granted by OPM. In effect, 
the new system means such produc- 
ers get “purchase tickets” allowing 
them to make as many units as 
their material quotas permit. The 
policy is more likely to result in a 
reduction than a gain in unit vol- 
ume. 
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Frank Owens, formerly in ; 


Standard Oil Changes 
Names of Gasolines 


Standard Oil Company of In- ?*'** nadinentl ee 
diana, Chicago, will change the pr Loca moe nt, N 
names of its premium and third *°°*, Das joine © media dep: 


ment of Benton & Bowles, Nn, 
York, where he will assist Ge 
Kern, time buyer. Mr. Owens 


grade gasolines, effective Dec. 1. So- 
lite with Ethyl, Standard Oil's pre- 


mium, has been re-named White reviousie tuseiness manager of 
Crown, and Stanolind, the com- adi “4 con « . Matte of 
pany’s third brand, has had its '@@!0 Gepartment a atten, | 


ton, Durstine & Osborn, New y 
Richard Fehr, formerly prom, 
manager of Billy Rose Enterp; 
New York, has joined the pub! 
department of Benton & Bowle 


name changed to Blue Crown. The 
company’s leading brand is Red 
Crown, and the change puts the fa- 
miliar crown insignia over all 
Standard pumps. 


| 

Names Haislmaier 
Mouncey Ferguson, formerly with | George J. Haislmaier has 

Benton & Bowles, New York, has! named sales manager of the 

joined the copy department of/tract products division of Y 

Sherman K. Ellis & Co., New York.! Radiator Company, Racine, W 
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Pattern Company 
Doubles Sales to 


Latin America 


Giving Market Full 
Service Brings Real Re- 
sults 


Yew York, Nov. 12.—The “South 
American Way” is not only a popu- 
lar song but a good method of cap- 
turing Latin-American business, 
judging from the experience of 


Simplicity Pattern Company. Con- 
cluding a three-year program, Sim- 
plicity will sell more than 1,000,000 


patterns—double the number sold 
in 1940—to the 21 Latin-American 
countries this year. 


At the inception of its program 
“south of the border,” Simplicity 
discarded the familiar point of view 
that Latin-Americans are “country 
cousins” and that the market was 
a subsidiary one, to be treated in 
an off-hand manner. Looking on it 
as a major market, with undevel- 
oped possibilities, Simplicity 
adopted the policy of giving its 
Latin-American customers exactly 
the same service as its customers in 
the United States. 

Simplicity’s theory is that people 


are people, whether they live in 
New York or Buenos Aires, and 
that they respond alike to sales 


stimulants. Accordingly, the Latin- 
American outlets receive the same 
prompt service, promotional mate- 
rials and window displays—all in 
the language of the country. 


Not “Foreign Accounts” 


As President J. M. Shapiro puts 
it, “We do not classify our Latin- 
American outlets as ‘foreign ac- 
counts.” They’re American accounts 
—Latin-American accounts, if you 
will—and when we plan for New 
York or Chicago or San Francisco, 


we similarly plan for Rio and 
Mexico City.” 
The importance of using the 


Year- 


4 


sizzling into ’42 i 


What’s behind the all-time “heat highs” which Better Homes & Gardens established this 


year? Just this simple, but tremendously significant fact: Better Homes & Gardens is hot 
because it’s he/pful—helpful to the 2,400,000 families who read it for the SOLE purpose 


of learning how to improve their homes—how to add to the fullness of family life. Helpful 


to home makers who want to buy more intelligently, today and tomorrow. Here are the 


1941 results of this editorial concept: 


HOT— more advertising linage 
“* HOT—more advertising pages 


HOT— more advertising revenue 


HOT— more advertisers 
HOT— more circulation 
HOT— more editorial lines 


HOT— more editorial pages 


HOT— more total pages in the book 


HOT— more 4-color advertising pages 


HOT— more 4-color editorial pages. 


By vote of America’s biggest suburban home market, Better Homes & Gardens is the 


HOT book for advertisers. Sizzle into "42 with the home magazine that’s completely 


devored to the home... entirely centered on helpful, usable home service. 


With Spanish-captioned counter cards such as these, displayed by J. M. Shapiro, 

president of Simplicity Pattern Co., and other promotion slanted the “South 

American Way,’ the company will sell more than 1,000,000 patterns this year "in 
the 21 Latin-American republics. 


native language receives heavy 
emphasis in Simplicity’s success 
story. South American women, it 


is pointed out, cannot be expected 
to translate into English for the 
benefit of those who wish to sell to 
them. In Brazil, a Portuguese- 
speaking country, all patterns have 
special sewing instructions in the 
language. 
forget the answer to its first letter, 


written in Spanish, to the Brazil 
outlet. “If you do not know our 
language,” the note read, “write to 
us in yours, but don’t write in 
Spanish.” 

The sales department here is 


Latin-American, with the export 
manager and his helpers all 
to write and speak Spanish and 
Portuguese. All billheads, order 
blanks and stationery are keyed to 
the market and printed in the two 
languages. 


Ideas Go Over 
New promotion ideas are received 


enthusiastically, Simplicity has 


| found, just as they are in the States. 


|Its outlets use 


motion picture ad- 
and airplane sky 
addition to newspaper 
trolley car posters. One 
important outlet in Mexico 
which now sells over 60,000  pat- 
terns yearly, sponsors a radio show, 
“The Simplicity Hour.” At least 10 
magazines regularly carry pages of 
Simplicity styles monthly as a mat- 
ter of reader interest since patterns 
are for sale only in stores. 
An important feature of 
Latin-American program 


vertising slides 
writing in 
ads and 


the 
is Crea- 


The company will never | 


able | 


City, | 


ciones, a monthly pattern” and 
fashion magazine which Simplicity 
prints and distributes free to stores 
and which is now approaching an 


annual circulation of a million 
copies. It is a duplicate of the 
American edition but printed in 
Spanish, with an imprint of the 


name of the distributing store. 

An example of untouched possi- 
bilities is Simplicity’s experience in 
La Paz, capital of Bolivia. Ninety 
per cent of the natives of this city, 
13,000 feet above sea level, are In- 
dian and the leading department 
store is doing a good pattern busi- 
| ness, 
Reflected in Simplicity’s success 
is the interest in American styles 
\which has supplanted the French 
influence in these countries. As a 
|result, according to Mr. Shapiro, 
|sales of American fabrics have in- 
|creased, and he predicts the further 
j\development of Latin - American 


fabric manufacture both for home 
use and export. 

Harry A. Berk directs the ac- 
; count. 
Bolte Joins B & B 

Brown Bolte has joined Benton 


| & Bowles, New York, as an account 
executive on the Richard Hudnut 
account. He was formerly mer- 
chandising manager of Scott & 
Bowne, Bloomfield, N. J. 


Engineer Names McC-E 


Ford, Bacon & Davis, New York, 
industrial engineer, has appointed 
McCann-Erickson, New York, to 
direct advertising. 


REFRIGERATING EQUIPMENT RET ae 
motdard omy —— >» > 
3 


product before 


tries... 


ating 


Write for 


Started 
1933 


$79 to $85 a month to place a 
: factual advertisement for your 


ae 000 active plant operating men 
ee in the larger plants in all indus- 
: when and where they 
now look for their current oper- 
requirements. 
“The 


INDUSTRIAL EQUIPMENT NEWS 


“Industry's Original Monthly Product 
Information Service” 


Thomas Publishing Co., 461 8th Ave., New York, N. Y. 


more than 52,- 


Details? 


IEN PLAN.” 


Member 
NBP - CCA 


’ 
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Book-of-the-Month 


all of us face the dan- 
ger of being driven stark looney by 
the “welter of words” fired at us 
from newspapers, magazines, radios 


yet, because 


lectual efficiency.” 

In Prof. Hayakawa’s opinion, one 
of the most serious of all offenders 
in the use of words is advertising. 


domestic bliss, romance, personal 

popularity, fashion and elegance.” 
Other appeals which come in for 

lashings at the hands of the author 


pent 


in their reactions to words; t} 
disease, too, is infectious. The y 
critical response to the incantati: 
of advertising is a serious sympt 


ae a a ° . . ” 4 ; , 
Choice Gives Field and outdoor posters, not to men- The author unlimbers his big guns are comparisons of “extras” that of widespread evaluational diso.. 
tion personal conversations and the when he discusses “intensional win games for champions with der.” 
like. orientation—the habit of guiding “extras” of quality; “protective Quotes Arnold 
: / . , . . ror . se ms ‘ ¢ 3 ¢ >} > as ¢< » , skies P = ‘ 
‘ Authority fo this warning is S. I. our elves by words ilone :. ither | ble nding” as ipplied to whiskies; i At several other points during 
Hayakawa, assistant professor of than by the facts to which the “masterpiece of obfuscation” pub- | qgiscourse, Prof. Hayakawa m 
eas . sh ; j : i > ch- words sho guide us.” ‘ize rg siness association— “? ys : : ¢ ‘ 
ee h at mage psoctnos of Te = \ a h a attend ; — , se by a Lge ee ae pointed references to advertis 
ar nology, whose “Language in Ac- e aqamenta Jurpose Of you work for a Hving youre 
: Harcourt Volume As- 2°08 oa 


none of them very flattering. He 
asserts, among other things, that 
“most business firms want us to by, 
their products regardless of r 


advertising, the announcing of new in 
products, prices, new inventions, 
and special sales, is not to be quar- 


Business; what helps Business 
helps you!”; and “meaningless facts 
charged with significance,” such as 


tion” will be published next week 
by Harcourt, Brace & Co., and 
which has already been designated 


sails "Welter of Words'' 
in Press, Radio 


, as a Book-of-the-Month Club De- | reled with; such announcements “See the New Hy-Speed Electric) reasons for doing so; therefor: if 
) New York, Nov. 12.—Those who cember selection. Labeled a “guide deliver needed information which Iron. It’s Streamlined!” delusions and fantasies will lea u 
if , SS ae : accurate thinking.” Pr ava- Wwe are glad to get. But advertis- bal er aliens 
p. believe there aren’t many troubles to accurate thinking, Prof. Haya cae Bae A a pe a m Pavia if “Government Interference” to buy their products, they will seek 
q rows "py > ek “ese » “ ase »Stric se . 
~ that haven’t already visited this kawa's treatis seeks ~ present the to the nthe s of needed : fc - aie to produce delusions and fanta 
Pr cockeyed world ain’t seen nothin’ SCP of semantics in non-tech- ©s S al genie neeraen Asserting that advertising has| if we want to be popular with the 
‘ae nical language, with emphasis on and its principal purpose, especially | pecome “the art of overcoming us| other sex, they will promise y 
mn the role that words play in the | in so-called national advertising,| with words,” Prof. Hayakawa| popularity; if we like pretty ¢irl 
; atten, all nt: , as become > creating : any y : “Sagi , eo 
maintenance of mental health and “ become the het ae " many | charges that as soon as consumers | in bathing suits, they will assoc ate 
sad . io S as Ss > s > - “ e . s 
: well-being. > hny mn orpep. 8) ot re a try to arm themselves with facts,| pretty girls in bathing suits th 
” ns. at is to say sre is noth- : . ite 7 
a BI s Advertial . at Is to say, there is noth-| }. demanding informative labels! their products, whether they are 
‘e ames Advertising |ing that would profit the national | .° ; ‘ , cons Ane 
iis Prof. Hayakawa offers his study | advertiser more thi to hav ‘;and government grading, “the | selling shaving cream, automob les, 
we rof. Hayakawa offers his study | é ~ e Man to Have US entire advertising industry, backed| summer resorts, ice cream cones 
oe, as a “kind of intellectual air-puri- | @utomatically ask for Coca-Cola|}. newspapers and magazines,| house paint or hardware. Only the : 
: ifying <¢ air-c Oo s system) whenever we _ walke o a soda]... : ce | a : ime MP0 
sige cond tt oo >. ae . en al fountain Peller : ke ae "| raises a hue and cry about ‘govern-|law keeps them from presen‘ing | 
“eve > C . rerbi { " * ake faq | , i . : ’ P . . 
; o preven © poisons OF VErue! |. angel oro statcnorigpe: Pag By |ment interference with business.’| pretty girls without bathing sits 
ae suppositions, primitive linguistic |Seltzer whenever we felt ill, auto- The advertisers prefer that we be | The records of the Federal Triad 
: A ts - « : $ « ‘ > c ide 
° assumptions and the more perni-| matically ask for Chesterfields | governed by signal reactions in| Commission, as well as the ad " | 
y . c - - oe ce - « eT. 
cious forms of propaganda from Whenever we wanted to to smoke. favor of brand names rather than | tising pages of any big-circulation 
? fats = ° . « . « . c . « - ‘ 
“Any woman whose husband entering our’ systems. If un- Such automatic reactions are pro- 


by consideration of the facts about! magazine, show that some adver- 


doesn’t advertise over WFDF 


checked, the author declares, these | duced, of course, by investing brand 


a nro MP ip ae : A frmanonnnnggn Sen ag eee products. This, of course, works| tisers will stop at almost. nothing.” 
fort Michinen, I feet sory | poisons, “wasteully | SOneUme ot | active connalations suggestive of|comncerable hardship on those ad-|_ Ym recounting the background ot IM 
bogeymen and reduce our intel health, wealth social prominence vertisers — there are many — who | Prof. Hayakawa, his publi ” | 
: ' , ’ ‘| have actual facts to talk about; states that he has “tried his hand ) 
they are likely to meet with a skep-!| at such various jobs as delivery 
ticism that they have done nothing| boy, traveling salesman, tax ab , 
to deserve.” | driver and advertising copywriter.” . 
Prof. Hayakawa shows’ impa-| Whether his attitude on advertising : 
| tience with the argument that if| was crystallized as a result of his ) 
people “want to pay for daydreams | fling at promotion, is not clear, but | 
in their bath salts and want to bat-| one strange circumstance seems to | 
tle imaginary diseases with imagi-|emerge from the book. Among , 
nary cures,” that’s their business. | those credited by the author as , 
It isn’t entirely, though, he in-| having furnished source material 3 
) sists. “Anything so important as| for “Language in Action” is Assist- 
x. the degeneration of human inter-| ant Attorney General Thurman Ar- | 
ay communication is the concern of all | nold, who is listed as one of several | 
(ie of us. Intentional orientations— | “distinguished writers in more spe- 
fe. and they are increasing on every | cialized fields of semantics.” In- , 
é ~ ‘ ‘ hand throughout the world as the | deed, a chapter containing several | 
r d iscoverin g t h e o b vious | result of the spread of literacy and | uncomplimentary references to ad- 
the wide use of radio—are, one| vertising is headed with this quota- 
Fia% might almost say, a kind of disease | tion from Mr. Arnold’s writings 3 
ee ™~ of the human evaluational process.| “The effect of a parade of so- | 
ge \ It is our concern if Our neighbors| norous phrases upon human con- 
a have smallpox. It is also our con-|duct has never been adequately | 


cern if our fellow men are un-sane | studied.” 


(Sa a 


Bim) A\ Post... Try “Inside Pull’ and | 
i | x . See What Happens in the ) 


Tri-City Rural Area! 


The basic value of magazines has rested always on one fact. 


Its importance is obvious. Yet the accumulation of much 


a other interesting data has obscured this fundamental to 


Yes sir thousands of farmers in the 
Tri-City area are busy making money! 
But you may get very little “spending 


oy 
response 


the point where it has been sometimes overlooked. 


to your selling messages 
unless you're using WHBF'’s “inside 
pull.” In this prosperous 52-county ar 
the farmers listen regularly to WHBI. 


This obvious truth has been rediscovered through a study = 
“THE PERFECTLY 


made this fall by Elmo Roper. BALANCED MARKET" the 5000-watt station they can always 
World's Farm Implement hear. regardless of weather! Many «©: 

Capital, home of the Na vertisers who found they were not eff: 
. . . . tion's Greatest Arsena tively “in the pieture” in this market 
It is now being presented as a contribution to current sn industrial payroll tote chan the easel os “aa aoe” 
ee arly a BILLION “o4 to do their job are now using WHBF tor 

o.8 . ° ° | LARS nnually ; + ( is al . 2 mai » facts abi 
advertising thinking about magazines, rather than as a GETHER WITH 52 of results! Let us mail YOU the faets abo! 


the cash response YOU can get with th 
proven “inside pull” which me 
“home town” favorite WHBF! 
Howard H. Wilson Co. 
National Representative- 


Basic Mutual Network Outlet 


FULL TIME 1270 K C 


THE 5000 WATT 


/, ibanyllan ine for, Del 


Cosmopolitan promotion. 


AFFILIATE OF ROCK ISLAND, ILLINOIS ARGES 
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s . + during the critical and uncertain advertising the company’s full line. NEA to Meet in Quebec Appoints Pope & Walsh 
First nstitutiona times at hand just as it has in the Other full line copy will appear in The National Editorial Associ F ' Cl a 
ae on , » hae ass ad ite = ee a _— -_ he e watlone 4 Ore Assocla- xrpositor, eveland, las ap- 
Pull, lg gs Po age ty ~ — and December Mc tion’s 1942 convention will be held pointed Pope & Walsh, New York, 
ss ull share Of production for the | Catrs. in Quebec, June 23-25 at Chateau as its Eastern advertising repre- 
vertisin se U. S. defense effort and is aware Other publications on the sched- Frontenac Hotel. The provincial sentative. 
that uncontrollable circumstances ule, mostly for individual appli- government has made arrange- OI 


during the coming months might ances, include Better Homes & ment also has planned to schedule 
° possibly affect the delivery of mer- Gardens, Collier's, Esquire, House vention attractions. The govern- Ever-Ready to Ayer 
y ex e a chandise. But Sunbeam takes the and Garden, Life, Look and Wo- ments also has planned to schedule Ever-Ready Razor Products, Lon- 
] 


ong view. Sunbeam is building man’s Home Companion. In addi- fm $30 to $90 worth of advertis- don, has appointed the London of- 


° for the future as well as the pres- tion, G-E is making available to — = NEA Boag, 7h The fice of N. W. Ayer & Son to direct 
Push Sunbeam Electric ent.” dealers a long list of dealer helps ma pap Rage according oe the its advertising in Great Britain. 
‘ é S : ‘ ~ location o le newspaper, and in- 
. . including folders, duplex letters, sertions will not be plac . 
lu ’ »1s s placed in more 
Appliances in Current G-E OPENS CHRISTMAS mailing cards, greeting cards, win- than 500 aia ses tat sna 


Christmas Copy APPLIANCE DRIVE dow streamers and ante ee RECONSTRUCTED ADVERTISING 


New York, Nov. 12.—General Suprex Names Marvin SCHEDULES 


(Picture on Page 43) Electric’s formidable program of : _W. 
’ ; Christmas appliance advertising, Alden Joins J Ww T Marvin W. Davis 
Chicago, Nov. 12.—Along with its 


, formerly sales 
John M. Alden, formerly with manager of Sheffield Gage Com- | "els the Whe-Where-When & How Much 


Christmas and women’s magazine rg bagel Phi = eves ts BBDO’s Los Angeles office, has pany, has been named sales man- OSES Pape eee 

. ‘ak W a four-color spread In joined J. Walter Thompson Com- ager of Suprex Gage Company ¥ 135-21 Union’ Tapk 
idvertising of Sunbeam electric 7; , “agar ole : - as supre) rage ompany, |BRAD-VERN’S REPORTS 
é _ . ve Saturday Evening Post Nov. 29, pany ; Angeles leas: ge tr FLUSHING, N.Y. 
appliances, the Chicago Flexible ! ] pany, Los Angeles. Pleasant Ridge, Detroit, Mich. 


Shaft Company is releasing for the 
Dec. 6 issue of The Saturday Eve- 
ning Post the first’ institutional 
advertisement the company has 
ever run. 

This full page of color copy, 
headlined “The Story of the 
Soldier and the Chicago Flexible 
Shaft Company,” covers, in small 
sketches, the entire line of indus- 
trial and consumer products pro- 
duced by the company and the 
bearing each has on the defense 
program. The page concludes with 
“Thus, around the clock, day and 
night, in mighty munitions facto- 
ries and in the quiet of homes, these 
C.F.S. products play their parts in 
serving the nation for defense and 
for peace.” Besides Sunbeam elec- 
trical appliances, the company 
manufactures Stewart industrial 
furnaces and animal clippers and 
Rain King lawn sprinklers. 

T same issue of The Saturday 
Evening Post also will carry anothe: 
full page of copy promoting Sun- 
beam appliances as Christmas gifts, 
the black and white being relieved 
by a red Christmas ribbon and some 
red type. The Sunbeam line con- 
sists of the Mixmaster, Coffeemas- 
ter, Shavemaster, toaster and waffle- 
bake 

r double-barreled attack is 


beins made in the Dec. 8 issue of : Housewives are tt ue h : : in the 
Life, one full page in two colors Stations area. They want worthwhile facts and 
being devoted to the entire Sun- H 

friendly counsel from radio people who talk ove 


beam line while another two-color 


page promotes the Shavemaster ; Romeinaning problems with them. Sie: tue 


only—both pages pushing the line 


as gift items. Women’s magazines Pa : - That is why the three triendly ene od 


continuously used for electric appli- 


dint botisitien initiate tan Anneei.. _ nomics counselors of the Cowles Stations get the 
can Home, Better Homes & Gar- Wag -“tune-in” nod i in this area of some 1,500,000 rac 


dens, Good Housekeeping, Ladie 


md a homemakers. Each of these homemaking special. ) 
Home Journal, McCall's and Wo- 
man's Home Companion, ists knows her listeners in her locality — — 7 


“We assure you, at this time,” 
says a folder being mailed to all 
Sunbeam dealers and distributors 
“that the Chicago Flexible Shaft 
Company will continue to advertise 
and promote Sunbeam appliances 


NEW HAVEN 
is FALL! 


 3e to. sichitte scnh tesa viniaass Gs allie.» . 
sponse to these friendly, intimate personalities. 
After all, results are so much more important 

_ than far-fetched station claims ig practically 
alana cviigtaesy ss --~ ts. mga. 


Libbie Vaughan. “Your Neighbor Helen Watts 
chief chef for sev- Lady’ — Wynn Schreiber smooth 
en years of WMT's Hubler does a ly handles home @ 
Magic Kitchen. plus job for adver economics on {j 
performs sales 4 tiser who seck ie KSO. Des Moines. 
magic for adver _ the responsive ‘ Stand-out sales 
tisers on her pro neighborly WNAX getting results are 
jram. audience. + her specialty. 


The Rev. John E. Todd, of New 
Haven, was the first person in the 
— ‘o apply for telephone service. 
The first telephone switchboard in 
the World was built and opened in New 
aven. It was built of bustle wire and 
pot handles, by George W. Lov of New 
Haven. New Haveners called it “L oy's 
Chicken,” because of the clicking noise 
When operated. 


The New Haven Register 


FIRST in Connecticut in Circulation 
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ADVERTISING AGE November 17, 194) 


Series Forecasts 


Importance of Defense 

To the Editor: 
more than a year before our coun- 
try was declared to be in a state of 
emergency—Robert & Co. okayed 
the first of a series of advertise- 
ments for Fortune. 
just been completed and reprinted 
in a special booklet. 


Early in 1940—| 


| 


This series has | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


PATRIOTIC THEME WINS ACCLAIM 


| our business, tells him what is going; not copied or traced from work 
on in the bluing world, and gives) done for others. 

him a fresh incentive to go out and Our mail on 
get some orders. | Wednesdays proves that the “Da 


broker’s office where they are read| make, complain about not be 


of each organization. 
eccupies a prominent position on| 
page 1 each week and sets the| by 
'“theme of the week.” 


A cartoon) cartoon or statement they liked. 


interest are entered under each day| still revises and approves eve 


2 =e, “ve. 

a aw 4 Ry “me — . 

a. LL 
Ti Ramparls WNW, Walch 


hl 


The number one ad in this series | 


ran almost a year ago, and was 


among the first I know of to fore-| 
cast the enormously important place | 


that defense production in industry 


Was soon to occupy. 

The “Star 
theme was suggested by our adver- 
tising counsel to emphasize Ameri- 
can industry’s fortunate position— 
in contrast with what Mr. Churchill 
later described as the “blood and 
sweat” abroad. (Incidentally, this 
is the first time permission has been 
granted to reproduce the original 


“Star Spangled Banner” manuscript | 


in commercial literature.) 


outcome definitely depends 

U. S. industrial 

Robert & Co. are gratified to be able 

to serve our nation and so many in- 

dustrial developments of the coun- 

try in these critical times. 
LAWRENCE Woop RosBert, JR. 
President, Robert & Co., Inc., 
Atlanta, Ga. 


+, 


Agency Continues 


To the Editor: Since the item re- 


as project priorities supervisor for 
the Office of Agricultural Defense 
Relations appeared in ADVERTISING 
AGE of Nov. 10, we have had num- 
erous calls asking the future status 
of the agency. 

Would it not be possible for you 
to run another item in your Nov. 17 
issue to the effect that the opera- 
tion of the agency will continue 
unchanged? 

FRANK E. McBrIpe, 

Office Manager, K. E. Shepard, 

Advertising, Chicago. 

7, Vv + 


Down on “Xmas” 


To the Editor: Almost a month 
ago this organization inaugurated a 
crusade to encourage the elimina- 
tion of the common practice of ab- 


breviating Christmas, using a highly | 


improper and undesirable Xmas in- 
stead. 

Chambers of commerce, leading 
magazines, daily newspapers, 
countless individuals, twelve gov- 
ernors, a radio network program, 
etc., from 41 states have pledged 
their support. But to do a good, 
thorough job we must have the co- 
operation of as many different 
sources as is possible. Considering 
the theme of this crusade I do not 
hesitate in calling on you for what- 


TRIES CARTOONS 
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r ae A AMERIGS CUP 
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Brief copy messages wbout America's 
Cup coffee, with the emphasis on the 
cartoons, carry the latest bid for con- 
sumer favor in the Peoria market, as 
advertised by the Oakford Company. 
Here are two of the follow-up ads. 


CaF 


| 
Spangled Banner’ 


| 


| attempted to justify its use. 
| agree that it appears that we are! Stewart’s “Daily News” on his desk| ture which we, and others, send to 
In a very real sense, the war’s placing the unknown quantity, (X),| every Monday morning gives the| the desks of our representatives. 

| to an occasion which is supposed to 
upon 
output. We Of | estly, I believe that America sin- 


| May I ask that you give us your 


mentum to our efforts? 


: ; rce, Ori -burg, S 
garding Mr. Shepard’s appointment | ne ingeburg, S. C. 


| a a 


These three ads comprise part of the series which used the Star Spangled Banner 
theme on behalf of Robert & Co., Atlanta consulting engineers, and was carried 
in Fortune magazine starting early in 1940. 

account, 


‘the week’s theme. This plan saves| writer. Through this little pa) er 


| organs. 
ties | 1,000 sent out are alike. 
able to say the same thing over and 
over again but in a new and inter- 


esting way each week. 7 - a 
The “Daily News” is mimeo- Fiddlesticks! 
graphed, instead of printed, for| To the Editor: ‘“Fiddlestic’s!” 
several reasons. The time element) snapped the nice old lady in the 
|is one. We often write items late| advertisement on Page 37 of T me 
Friday afternoon (before the first) Nov. 3. “Fiddlesticks!” snorted ‘he 


We are| dom be found in business tod: 
K. W. FAwCceTT, 
Luther Ford & Co., Minneapo! 


Liller, Harris & Neal handles the 


ever assistance you can best render! 

Somehow the word 
grates on many of us. Many at-| 
tempts have been made to trace its | 


“Xmas” | turers. 


represent many other manufac-| from the order department or fresh | same issue. 
It moves in relatively small} from the latest mail. Then, we feel| Our client, the ILG Electric \Von- 


volume, brings a relatively small|that mimeographing gives the) tilating Company, is happy to <oplit 


financial return to the broker, and| “Daily News” a home-made look | “Interjection-of-the-Week” honors 


origination, but not one person has) could easily be forgotten in the rush| and a “one of the family” feeling} with the National Gypsum C:m- 


represent something definite. Hon-| 
cerely dislikes this abbreviation and 
wishes to see itself rid of the of- 
fensive word. They want to see 
Christ returned to Christmas. 


support in this crusade and that you | 
do whatever possible to lend mo- 


Opie L. SHELTON, 
Orangeburg Chamber of Com- 


Sealed Power, “Collier's” 
Give Ickes Play 


To the Editor: Talk about your 
editorial-advertising tieups! Con- 
sider the break Sealed Power piston 
rings got in the Oct. 11 issue of 
Collier's. 

The Sealed Power ad in that 
issue featured Mr. Ickes and his oil 
and gas saving campaign. In the 
same issue Collier’s ran an article 
about Mr. Ickes himself. Big break, | 
we say, for our client. 

W. H. FErTripce, 

Roche, Williams & Cunnyng- 

ham, Inc., Chicago. 


. = 2 


Cartoons for Coffee 
To the Editor: We are enclosing 
the initial ad of the 1941-42 Ameri- 
|ea’s Cup coffee schedule, which 
broke in the Peoria Journal-Tran- 
script. Also enclosed are proofs of 
several smaller follow-up ads. 
This campaign from Edward L. 
Sedgwick Company, Peoria, seems 
to us to be rather unusual because | 
of the comparatively small amount | 
of copy coupled with the cartoon | 
technique employed. 
America’s Cup coffee is roasted 
and distributed by the Oakford 
Company, successors to Oakford & 
Fahenstock, old-line grocery job-| 
| bers in Peoria. 
M. F. BATTERTON, 
Assistant Manager, Illinois | 
Daily Newspaper Markets, 
Springfield, II. 


, 


Fawcett Reviews the 
News About the Bes 


To the Editor: One _ thousand) 
| weeks is a lot of weeks! 

It seems so to the editors of “Mrs. | 
Stewart’s Daily News” as they look 
back to the week of Sept. 11, 1922, 
when this little house organ was 
| first sent to food brokers and sales- 
|}men representing Mrs. Stewart's! 
bluing. 

We believe you will be interested 
in the enclosed copy of “No. 1000” 
and the accompanying folder which 
tells something of the history of the 
“Daily News,” and containing the 
first pages of a selection of issues 
'down through the years. 

Mrs. Stewart's bluing is sold to 
the wholesale grocery trade by 


about 100 food brokers who also! 


They | of 


large volume products. Mrs.| that is missing in the printed litera-| pany. 
GEorGE L. KANE, 
Howard H. Monk and Assoc - 


broker a humorous daily history of | Our cartoons and news items are ates, Rockford, III. 


Tuesdays and 


Surveys have shown that issues | News” is read. Brokers and sale;. 
are posted regularly in nearly every | men chide us for any mistakes we 


by salesmen, visitors, and members| mentioned, and comment on some 
The “Daily News” was originated 
Allyn K. Ford, president of 
Items of| Luther Ford & Co. and Mr. Forg 
| y 
| of the week and are “keyed” around | thing that is written for it by he 
the “Daily News” from the mo-|he has built up between hin if 


notony that kills so many house| and his representatives a warm nd 
Not two issues among the) friendly relationship that can -e]- 


copies are mailed) that are hot|incredulous dowager on Page 70, 
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FIC Accuses Salt 
Producers of 
Price Fixing 


Washington, D. C., Nov. 14.—The 
Fedral Trade Commission today 
ordered the Salt Producers Associa- 
tion and 20 salt manufacturers to 
cease and desist from price fixing 
and production curtailment policies. 
Companies affected by 
make and distribute a large per- 
centige of all the salt produced in 
the United States. 

In addition to the association and 
producers, the New York manage- 
ment concern of Stevenson, Jordan 
& Harrison, Inc., was named in the 
order. According to FTC findings, 
the New York company made a 
survey of the salt business over a 
five-year period, and this study 
formed the basis of the alleged con- 
spiracy. The survey showed that a 
continuance of the industry’s com- 
petitive practices of striving to in- 
crease sales without due regard to 
net return or sales expense would 
lead inevitably to an inadequate re- 
turn upon investment and an ex- 
cessive cost of marketing. 

FTC cited these practices as hav- 
ing been directed and recommended 
by Stevenson, Jordan & Harrison: 
establishment of a zone system to 
aid in fixing delivered prices; co- 
operation in the maintenance of 
established prices; fixing of dis- 
counts and conditions of sale; and 
curtailment and regulation of pro- 
duction and sale of salt. 


Members Named 


One respondent company, Ameri- | 


can Salt Corporation, Kansas City, 
does not belong to the association. 
Members named in the order in- 
cluded: Morton Salt Company, Chi- 
cago; International Salt Company, 
Scranton; Diamond Crystal Salt 


In this 
HARD-BOILED 
BUSINESS 


... you win or lose friends 
on the basis of RESULTS. 
WHIO has more year-in- 
and-year-out advertisers 
on the air than 
any other sta- 
tion in the Day- 
ton market. 


MARKET 


BASIC CBS 
5000 WATTS 


. HOLLINGBERY CO., 
Representative 


ol 


sia 2 fe a a 


| Hutchinson, 


the order | 


Company, St. Clair, Mich.; Wor- 
cester Salt Company, New York; 
and Ohio Salt Company, Wads- 


worth, Ohio. 

Others were: Avery Salt Com- 
pany, New Orleans; Barton Salt 
Company and Carey Salt Company, 
Kan.; Cayuga Rock 
Salt Company, Myers, N. Y.; Co- 
lonial Salt Company, Akron; Detroit 
Rock Salt Company, Detroit; Jeffer- 
son Island Salt Company, Louis- 
ville; Hardy Salt Company, St. 
Louis; Myles Salt Company, New 
Orleans; Mulkey Salt Company, 
Detroit; Saginaw Salt Products 
Company, Saginaw, Mich.; Union 
Salt Company, Cleveland; Watkins 


Salt Company, Watkins Glen, N. Y.; 


and Ruggles & Rademaker Salt 
Company, Chicago. 


‘Public Ledger’ 
Files Petition 
for Reorganization 


Philadelphia, Nov. 12.—A petition 
has been filed by Public Ledger, 
Inc., publisher of the Philadelphia 
Evening Public Ledger, in U. S. dis- 
trict court here seeking reorganiza- 
tion of its financial structure. The 
plea, which was made under the 
Chandler bankruptcy act, was filed 
for the purpose of continuing opera- 
tion of the newspaper until further 
arrangements could be made. 

A group headed by Robert Cress- 
well, former treasurer of the New 
York Herald Tribune, took over the 
newspaper Jan. 1, 1941, from the 


estate of Cyrus H. K. Curtis. 


Counsel for the newspaper sug- | 


gested that a trusteeship be ap- 
pointed to handle the affairs of the 
company and the court is now con- 
sidering the proposal with the 
promise of prompt action. Both 
counsel for the newspaper and for 
a group of creditors reported to 
represent claims of more than 
$1,000,000 are represented as being 
favorable to the appointment of Mr. 
Cresswell as one of the trustees. 


To Market 3 Shampoos 


The Mujan Company, Chicago, is 
contemplating business paper and 
newspaper advertising for its three 
shampoos—one for the family, one 
for the rug, and one for the family 
dog. 


To Weiss & Geller 


Edelbrau Brewery, Brooklyn, has 
New 


appointed Weiss & Geller, 
York, as advertising agency. 


(FOR RUSH or ROUTINE 


You'll find Raitway Express 
transportation service ideal for 
meeting deadlines. Fast, eco- 
nomical, sure. 
—And— 
For super-speed use AIR EXPRESS 
3 miles a minute 


AGENCY Inc. 


RAILWAY4QEXPRESS 


NATION-WIDE RAIL-AIR SERVICE J 


; 
— 
ORDERS 


All America recognizes advertising, sales and mass production as indis- 


pensable to this nation’s enviable standard of living. So every business, as 


4 


it throws itself wholeheartedly into the task of defending our coastlines, 


rightfully strives through advertising to preserve its identity and insure 


its future usefulness. And wherever business does advertise, it chooses 


paper from Champion's complete quality line of coated and uncoated 


book, offset, cardboard, cover, envelope, postcard, mimeograph and bond. 


MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . . . Over 1,500,000 Pounds a Day 


| District Sales Offices: NEW YORK + CHICAGO + PHILADELPHIA +» CLEVELAND + BOSTON - ST. LOUIS + CINCINNATI + ATLANTA 
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Long-Range Planning Is 
Vital Need, Palmer Says 


Avoid Traps of Seller's 
Market, He Tells Joint 
Meeting 


BY C. R. PALMER 
President, Cluett, Peabody & Co. 


It seems to me that the crying 
need in the great and pressing 
problem confronting this assembly 
is the need for facts. We all know 
that too many sweeping generaliza- 
tions about advertising have tended 
to muddle the issue. We no longer 
face the problem of simply per- 
suading the public to look upon 
advertising favorably, but we face 
the task of answering specific 
charges made against advertising. 
The time has come for each of us 
to analyze his own operations and 


to turn our attention to the eco- 
nomic and industrial benefits de- 
rived from advertising. As _ has 


been well said: “If advertising 
performs a useful economic func- 
tion, it should be 
demonstrate that fact.” 
First, let me make one 
clear. Facts, as the scientist sees 
them, do not exist where adver- 
tising is concerned because of the 
human element involved. Isolated 
statistics have 
been _— presented 
dramatically, but 
they never rep- 
resent the whole 
picture. On the 
other hand, each 


point 


one of us en- 
gaged in adver- 
tising knows 


that his experi- 
ences have re- 
vealed certain 
valid conclusions 
concerning the 
effectiveness of 
advertising findings 
sent the facts to us. 

Another point which must be 
defined at the start is that any dis- 
cussion of advertising must distin- 
guish between advertising in rela- 
tion to its economic purpose and 
advertising in relation to its social 
significance in the fields of educa- 
tion, journalism, radio, 
cetera. As a business man, I am 
primarily interested in the eco- 
nomic purpose of advertising. 

1. The actual part it plays in 
the successful operation of a going 
concern. 

2. Its effect upon employment 
and industry as a whole. 

3. Its effect upon the consumer. 

Most of us know only too well 
that wasteful advertising soon cor- 
rects itself. The company I repre- 
sent learned a bitter lesson when 
it made excessive advertising ap- 
propriations all out of normal 
proportion in a desperate effort to 
revive its stiff collar market, which, 


C. R. Palmer 


which 


need I say, disappeared almost 
entirely in the late twenties. Ad- 
vertising couldn't work miracles, 


we learned, and it most certainly 


couldn’t persuade the consumer to | 


buy something he didn’t want. 


Consumer Knows Needs 


Obviously, the most important 
bit of wisdom we gathered from the 
unfortunate experience was this: 


the consumer was more than a neck | 


upon which one of our collars was 
to be worn. 
a human being with 


certain very 


definite ideas on practically all sub- | 


jects, including his wearing apparel. 

We learned that the first essential 
step in marketing any product is 
to make sure that the product satis- 
fies a definite need at a price that 
people are willing to pay for it. 
Advertising cannot create that need, 
although it can point out many 
needs hitherto not realized. Adver- 
tising cannot continuously keep on 


possible to 


repre- | 


art, et] 


He is, we discovered, | 


the market a product that does not! 


| give satisfaction. The product must 
be one that people want. The 
essential function of advertising, 
then, is to provide the connecting 
link between product and want. 

You all know that consumer 
/needs are never constant; business 
just doesn’t flow in at a uniform 
rate. Products, therefore, must be 
dramatized and made attractive in 
themselves as well as_ through 
advertising, in order to stimulate 
sales and really build a_ business. 
Hence, modern packaging and dis- 
play. 


A “Priceless Legacy” 


If we were slightly skeptical 
about the effectiveness of advertis- 
ing after the decline and fall of the 


cidedly short lived. When we real- 


shirts to our famous collars, we 


|found out that we had inherited a | 


| priceless legacy from none other 
|than the recently deceased Arrow 
collar man. Through him the con- 
sumer had come to associate the 
name “Arrow” with perfect style, 
fit, and quality at popular prices. 
How could we possibly estimate 
the value in round figures of a 
| reputation like this one, built up 
| for decades largely through adver- 
| tising? Its actual worth was no 
|less real than money in the bank. 
We intended to see to it that our 
| shirt maintained this standard in 
every respect. We went to the 
consumer to find out exactly what 
it was that he wanted in a shirt. 


Built Up Reputation 


We accomplished much of. this 
| progress through research, but the 
|important point of all this is that 
| we had built up an enviable repu- 
j}tation through our Arrow collar 
advertising, and to maintain this 
reputation in shirts had become a 
challenge. It was one case where 
advertising rather than competition 
led the way and provided the incen- 


| tive for progress. 
° 
Philosophy of 
Advertising 
Our strong consumer conscious- 


ness had given us a new, and I feel 
a fundamentally sound, philosophy 
of advertising. First of all, we 
| realized that we had only one cus- 


tomer, the man who uses our prod- | 
Secondly, we had learned not | 


uct. 
|to expect the impossible of adver- 
|tising. And thirdly, we had learned 
that given a marketable product of 
quality to be sold in quantity, con- 
sistent advertising is as vital to 
business as any other department, 
be it research, manufacturing, mer- 
chandising, or selling. 

Since success depended directly 
upon consumer acceptance of our 
product, we naturally turned to 
national advertising to let the con- 
sumer know that, having developed 
an acceptable product, the Arrow 
name, and all that it stood for, now 
meant as much in shirts as it did 
in collars. 

So convinced 
that his royal 
sumer, was all 
eliminated all 


had we become 
highness, the con- 
important that we 
advertising allow- 
ances in order to concentrate our 
full advertising upon direct con- 
sumer appeal for our product. It 
was considered absolute suicide and 
unheard of to eliminate advertising 
allowances and to charge for our 
direct mail pieces, display fixtures, 
jete., when everyone else in the 
market was giving them away free. 


Policies Maintained 


But we haven't departed from 
these policies from that day to this, 
despite the loss of millions of 
dollars which we 


stiff collar, our skepticism was de- | 


ized that the time had come to add | 


anticipated in’ 


1929 at the time of the change-over. 


Our ultimate results, nevertheless, 
proved that we were right from the 
start in giving our prime consider- 
ation to the consumer who believed 
in us. The better stores, after a 
while, began to find out that we 
really meant what we said about 
_our new policies. They soon real- 
|ized, too, that they could make an 
| ample profit on a product that had 
}a great consumer demand and a 
| brand name that had had a strong 
‘following since the early days of 
| advertising. 

| Our advertising during this period 
| proved one thing to us—that if a 
| product is right and its advertising 
|is right, consistently run during 
| peak as well as slow selling periods, 
covering every strata of population, 
it is comparatively easy to build 
|and hold a market through national 
advertising. Advertising, however, 
won’t do the whole job of distribu- 
| tion. We have found out that every 
means must be employed to further 
successful dealer operations and 
provide them with whatever assist- 
ance we can through advertising, 
market research, merchandising and 
sales departments to move mer- 
chandise on to the consumer. These 
services need not necessarily apply 
only to our own products, but to 
all products, for if dealers are doing 
a better all-round job, we _ shall 
most certainly come in for our 
share of the business. Also, if our 
competitors advertise and do a bet- 


ter job, we again will benefit. It’s 
only logical that the more adver- 
tising done on a product by the 


industry, the more the product will 
be brought to the attention of con- 
sumers. 


| big stick upon all advertising. 


|responsibiiity to the public . 


|away some of the confusion in the 


| likewise 
|explain to the public the separate 


From the standpoint of the cotton | 


industry, we discovered that adver- 
tising goes much farther than the 
selling of finished goods. Its effects 
| reach clear down to the roots of the 
industry. We know that advertis- 
ing creates a larger market for the 
cotton farmer, and keeps wage 
earners on the job all along the 
line in the spinning, weaving, con- 
verting, and manufacturing of fin- 
ished cotton goods. Advertising 
also helps to smooth out production 
by stimulating sales during off sea- 
sons, thereby benefiting labor in 
steady employment. As an exam- 
ple: for years we had regarded the 
months of January and February, 
July and August as clearance sale 
months in our business. As an 
experiment we decided to advertise 
the year around. To our amaze- 
ment we discovered that our prod- 
uct sold at regular prices as con- 
sistently during these months as 
during other months. 


Must Inform Public 


All too little is generally known 


in building up sales and sustaining 


the employment of a going concern; | 


yet it is my belief that if the public 
knew these simple facts, it would 
realize, perhaps for the first time, 
what advertising’s positive values 
are and what the average man 


holder and wage-earner with a 
stake in the progress of our system 
of enterprise. 

If a wage earner were as keenly 
aware as the business man is of 
the consequences to business were 
advertising handicapped, the popu- 
lar evaluation of advertising would 
undergo a radical change. It would 
be regarded not only as an indis- 
pensable force in creating and sus- 
taining free enterprise, but also a 
very beneficial force to everyone 
dependent upon jobs and wages in 
our democratic system. 


Higher Prices 


From the point of view of the 
advertiser, who spends hundreds of 
thousands of dollars in product 
research and market research to 


improve his product, increase pro- 
duction, widen his market, and to 
standardization 
necessity 


keep prices down, 


would eliminate the for 


| 


—_ 


Hot Springs, Va., Nov. 14.—Because of the importance of the 


discussions at the special joint 


meeting of the Association of 


National Advertisers and the American Association of Advert. 
ing Agencies here yesterday and today, ADVERTISING AGE presen; 
on these pages the complete text of the major addresses given |)». 
fore the meeting, in which the history, the importance and {\\¢ 
future course of advertising in the American economy are thur. 


oughly and ably discussed. This 
tion of every business man. 


text deserves the careful att, n. 


such extensive measures, and the 
consumer would again be the loser 
as higher prices would result. For 
instance, when the stiff collar was 
in vogue and we concentrated our 
advertising and research on collars, 
our production zoomed and collars 
sold at two for a quarter. Today 
collars sell at 25 cents and 35 cents 
apiece, because of small production 
and therefore higher costs. 

What advertising really needs is 
to tell our constructive story to the 
public. It needs also self-censor- 
ship of advertisers and agencies 
alike, censorship of the kind that 
blue pencils all objectionable ad- 
vertising that may bring down the 


It seems to me that that is our 
i: ae 
make an earnest attempt to clear 


public mind concerning the funda- 
mentals of our economics. It is 
necessary for us all to 


and collective functions of each of | 
the essential departments of busi- 
ness including advertising ... which | 
has built our industrial system of 
free enterprise into the most highly 
efficient system in the world, giving 
consumers the full benefit of this | 
efficiency. It is particularly impor- 
tant not only to seek public under- 
standing and restore its confidence 
in business, but also to acknowl- 
edge our responsibility in adminis- 
tering our business affairs as best 
we know how in order to prove the 


merits of the democratic system, 
|come what may! | 
During these uncertain’ times} 


there is much need for more coop- | 
eration within each industry, not | 
only in the fulfillment of defense | 
obligations, but also in the planning 
for the future. Markets are in a 
state of flux, and ethical business | 
practice must be strictly observed | 
if business is to be spared a serious | 


| post-war depression. 


wn | falls and take the long range view | 
of the actual potency of advertising | 


: : | through 
stands to gain through it as a job-| 


Cites Market Dangers | 


Since the development of mass | 
production, there have been very | 
few periods in the history of our | 
country when the demand for goods 
has been greater than the supply. 
This obviously brings about a} 
seller’s market. During economic | 
upheavals of this kind, retailers as 
well as manufacturers would do 
well to guard against common pit- 


| 
| 
of maintaining good will and repu- | 
tation. 

In a seller’s market it is compara- 
tively simple for the short-sighted 
to clean up on the public by raising | 
prices, by overloading, and by con- 
tributing to the general hysteria | 
scare advertising. True, | 
there are justified shortage claims | 
because of priorities existing for | 
products used in national defense; | 
there are also justified price in- 
creases because of increased labor | 
costs, overhead, taxes, and what} 
not. However, it is my feeling that 
those manufacturers and retailers | 
who are going to survive this fan-| 
tastic cycle are the ones who are 
bending over backwards to main- 
tain their price levels and quali- 
ties on which they have built their 
reputations, and not raise prices 
just because they can, but only 
when they must. 

As you know, in some instances 
the government has ordered the 
conversion of production of entire 
plants for defense, yet the far- 
sighted manufacturers who are nor- 
mally producers of consumer goods 
are maintaining their position in 
their field through advertising and | 
publicity, explaining in their adver- 
tising to the consumer that while! 


they cannot deliver the goods jyst 


now, they will as soon as dé onse 
requirements are completed. 


1ese 
concerns are leaning heavily pon 
publicity and advertising in order 


to keep their names before the 


public so that their markets wij! 
be there when they are agai able 
to deliver merchandise to the con- 


sumer. The same holds tru: for 
the manufacturers who are now 
being pressed on every hani by 
consumers for civilian good. not 


affected by defense needs. Sales 
through retail outlets are boo:ning, 
but despite this abnormal ac'ivity 
retailers and manufacturers alike 
should try to appease and hold their 
markets. 


| 


Long Range Planning 


Let me stress again the impor- 
tance of long-range planning for 


five, 10 and even 20 years ead. 
New markets are being devel- 
oped where none existed before 
The wage earner is making more 
money and buying for himself 


higher priced merchandise and get- 
ting a taste of the luxuries, con- 
venience items, and wardrobes that 
once existed only for the top classes 
It isn’t going to be easy after this 
phase moves on to keep the worker 
happy and living up to the stan- 
dards which he now enjoys. De- 
fense plants will be closed, there 
will be much idle machinery, and 
general industry will have to make 
many readjustments in its transi- 
tion to former operations; and with 
this, in my opinion, will come 
unemployment on a greater scale 
than we have ever hitherto seen. 
Something will have to be done to 
absorb these unemployed peopl 
into regular industries now in oper- 
ation and into new industries sup- 
plying new untried products. 
This is not a very pretty picture 
to witness in the light of the glow- 
ing sales reports of today, but it is 
one that each of us should keep in 
our minds in order to temper ou! 
present-day actions in planning for 
the future. Many consumer indus- 
tries which now have backlogged 
orders to keep them running prac- 
tically six months to a year with- 
out any new business, are going t 
be tempted to expand abnormall) 
to take care of this spurious buy!ns 


/spree indulged in by dealers anc 


the public. They are going to cul 
advertising appropriations and tak 
all the short cuts to quick, eas) 
profits. It is only logical to believ 
that the aftermath for these indus- 
tries is likely to be more sever 
during the post-war depressio! 


than for those companies which 
now setting their sights to the t- 
ture. 


Wages, Farm Prices 


Undoubtedly the recons'ructe! 
period after the war is go to oO 
a tough one for the econ sts | 
regulate. The administration is & 
ing everything in its power to © 
ance national income wit! yduc- 


tion of civilian goods and this ches’ 
inflation. Price ceilings p) ced 

various products is a en- 
couraging people to buy elem 


bonds, or save in other a 
creasing income taxes and ctene 
ing the tax base, imposi: xUr 
taxes and taxing civili tem 


made of materials on whi 
ties exist are all curbs to 
Unfortunately, nothing yet 
done about wages and b 
products to balance the el 
production against the nat 
come, and thus help prevs 
tion. 

During the last war bus 


2 SS ee 9 gee ee ee wa sae ea? Hye as re bd 
4 s oe Sekai. So i a = 2 q ie ry Ly rs yi r 5 Fi OF ee =" _ ; = 
sce a A oy os 5 ar eh aa . se cf ee ek Ea a : P Pen he eae ‘ea : Bae A wees e ce 2 E . 7 «9 4 ‘ - {faa em : ahs v9 Ey er Ne 
ee he ; q ; : . soe ate 3 : Ree ina : é ‘ santos 
a a LL 
| a 
7 
a 
Bi 
é Se 
‘ 
; CC a 
z ee 
SP C—“‘“‘(C(SC* | ] 
c 
eee , 
A E 
* Po : 
Ci di b 
aR 
ati n 
= fc 
aoe al 
> S¢ 
‘S. . 
Bi : al 
s po ti 
; W 
Me , . hi 
Be : te 
a | a | 
i [ st 
: F ni 
‘ P 
mT St 
sae ts ul 
‘sews: 
pis . 
ie ad 
. an 
i fo! 
ae, to. 
a4 ee - 
- ad 
ey a a 
“7 t pre 
a : oth 
i the 
ext 
ei lab 
yh sg 
es Ps n 
allie ve 
ad ree are a 
fe ec 
eae _ 
oe ffi 
no 
4 1 
jn ee el: 
um 
Pe a : : 
ry 
eee | 
= nd 
' Otte 
| a a i 
lation f 
pet I 
aha a nts al 
oe ae 1 in- ; 
= U. 
infla- W 
D 
i pet 73a ey a =a Pa et “ bes i a 4 = Foie det Z Oe Oe A pa ee ¥ : 2 = re Fi f : F : Faget t - eee ce - : i he, on? os 
dif rf gee: , ‘hes = ghee . Li Fels ste ze aa iy santos ; 4 a 4 “Seguin ~ ay ¢ 25 Pale See seb wee Te See Co ae ee pe ; Poise See Sy 
4 Se laa ae ae dl te “ a Se ie. iia aL pts aes a RR a ga a iy a Ae Ree ee ie 
” “7 og ae : “ea Ce ee Met a dais PMC TR AR Be ce Pe Rte) AIBD cei NL cert re 
¥ ana iat ll Dep wr ‘ ‘ Sr ey Abs ig Oa “ as © ge a hee , J J . et oe een eee Sm ies 


November 17, 1941 


ADVERTISING AGE 


25 
— - —a 
dverti Review Adverti Structure 
SeENncies, vertisers Nevie ver ising ructu 
ceived its blackest mark, both from| It is indeed heartening to see that the romance of the tin can, how it| cause a large percentage of the) sonal way the attitude of one of 
the government and the general | advertisers and advertising agencies has helped to transform American increased cost comes out of the tax these groups. At that time i was 
pub because of profiteering, and | as evidenced by this joint meeting, | life. But every meal you eat, every bill. To my mind no more perni- engaged in organizing press, radio, 
unless we guard against these same | are aware of these dangers and are mile you drive, almost every activ- | cious doctrine could possibly be | and moving picture activities ™ 
practices that put business in the|taking all precautions. It is my _ ity of your daily life, is a reminder | allowed to creep into the thinking the Coordinator of Cuitural aoe. 
doghouse before, it’s only panee. | neve belief that individually and of that story. I could interest, and of business management. . tions between the Ame rican ag 
able to believe that the more out of | collectively we can not only pre- perhaps thrill you with the story of A company which inflates its lies. In a meeting where was 
line we go now, the more severe | serve the status of advertising, but | the tin can’s part in national de- advertising because the government | discussing personnel for the work, 
will be the readjustment from anj/also be instrumental in guiding fense, as the United States becomes | is paying for it; or scatters bonuses | there was present a certain distin- 
economic standpoint as well as/business through the tough times| more and more not the arsenal | prodigally because the government | guished former president ofa great 
soci ahead. only, but the larder of democracy. is paying for them; or whose men | university. I mentioned the names 
begin to travel in staterooms instead | of certain outstanding advertising 
Has Its Faults of lower berths because the govern- | men whose services I hoped to 
I could, on the other hand, take |™e"t is paying for them; or whose | secure, and at this point this educa- 


Must Sustain Advertising, 
esearch, Plants: Conway 


Keep Good Will, Con- 


up the cudgels 
advertising 
its critics. 


as a defender 
against the attacks 
But these are not mat- 


of | 
of because 


janitors stop turning out the lights 
the government paying 
them—that company going 


1s 
for 


IS 


tor blew up. “Surely,” he said, 
“vou recognize that advertising is a 
declasse profession. To put such 


ters for me to discuss. Further- | i™to the post-war period with hard- men in charge of a cultural rela- 
| enews ' doubt sorisunie whether |@@ing of its business arteries and | tions program would kill it at the 
} . . . ” 
ao 7 | fatty degeneration of its will power. | start. 
may be further affected. We know | @4Vertising needs any defense, or | fatty deg tion of its 1 pov 
a, . 


This is no time to put our thinking 


, , ink at is ¢ isolated 
that commodity prices are rising, whether its defenders render it real or our judgment on the dole a | os ane pe ba Baling eas 

tinental Can Chairman and we hear much talk of inflation, | 5€*VCe by giving added circulation time ago I was introduced to one 
Many elements in the business | attacks. Must Keep Enterprise 


Insists 


BY CARLE C. CONWAY 
Chairman of the Board, Continental 
Can Company 


On May 3 The Saturday Evening 


tion or to what extent we | 


world which we have been taught 
to believe were secure and enduring 
may be washed out by the tides of 
national necessity. 


Seek Building Ground 


I could 


stand here and tell you! 


| church. 


Of course, advertising has faults; 
it is a human institution, and to err 
is human. As has been said, if 
advertising speaks to the thousands 
in order to convert one 


If advertising 


, SO does the | 
sometimes | 


My second and final point is this: 
Every business in these times has 
a special and extra responsibility | 
for the preservation of the system | 
of which it is a part. If we honestly 


who have seen 


advertising develop 


| brought home to me in a very per- | 


lof our leading scientists, whose spe- 
|cialty is the physiology of the ner- 
vous system and the brain. Having 
| just tried to read one of his books, 
‘ said: “Dr. Blank, perhaps it will 
surprise you to know that your last 


; lieve ‘ > ste -..o | book is very helpful to an adver- 
Post published a full-page, four- encourages the weak to live beyond | believe that the system of fret isin men.” Te Nestea’ oh uae One 
color advertisement on baby food—j| But some things will not disap-| their means, so does matrimony. If | @Mterprise has made this country his glasses end said: “I am not 
by a company that sells no baby| pear. Plants and equipment will) advertising is often garrulous and great, has made its people better OF | ake surprised; 1 am shocked. So 
food endure. Raw materials will endure.| redundant, so is the United States | than the people of any other nation io on I os oe ane is no conmec- 

A few weeks later The Saturday | The land and its resources will still | Senate. in the world, then we must support | ‘ine tatween brains end abvertie- 

e ished ¢ é | be he And the American people As I see it, advertising, which has | #94, if necessary, fight for that sys- | HOM Delwe mie 8 . : 
Evening Post published a full-page, e nere. n 1 Ck I I AS see it, advertising, which has . : ing.” 

--color advertis aint— | wi sti > here — 130,000,000 prove so many tae | tem. , 
four-color advertisement on paint will still be he 1 I ed in so many industries its a ey ee You can see that I have been 
by a company that sells no paint. | minds. Any manufacturer who has| power to improve quality and de- » Gon S we os aw insulted by experts 

Just this week The Saturday Eve- | purchased for his stockholders, his | crease costs by increasing consump- freedom of the press is the key- | '™ ssa ai 
ning Post published a_ full-page, | workers, and his customers, a brain | tion, can afford, to some degree at stone of freedom in this country, Deeply Rooted 
four-color advertisement on lard/cell of good will and _ popular) least, to disregard its critics and And further we know that the life- Now this kind of attitude toward 
and shortening—by a company that| acceptance in these 130,000,000 | point to the year-after-year invest- blood of the free press = advertis- advertising is rooted very deep. It 
sells no lard or shortening. minds will have something on) ment of hundreds of millions of dol- | '"8- Stop this flow of life-blood, anes back in part, I think, to the 

. : : reake » alize > ‘eC ‘ ack art, ’ 

This company which, on the| Which to begin to build when the | lars by the best management in| We@ken and devitalize the press, social prejudices of 19th Century 
above record, would seem to be| abnormal days are over. American business as proof that it romance Hi to the suject servitude to England when no “gentleman” was 
conducting its affairs with a curious| We propose to continue to build works. which - has been degraded in so in trade. Do you think it can be 
and expensive altruism, is the Con- | g00d will for ourselves by building nee —— ag ey ser — mane changed by any kind of “campaign” 
tinental Can Company, one of increased acceptance for the prod- - broken down the last defense of the for advertising? I fear it cannot 

} . , oes : “ Ce eC . sy » ‘ i é . 
whose officials I ucts of our customers. We are look-|| A “Pernicious Doctrine eee GOCREEES SPSTeeS. But this is one kind of thing we 
} » the . ing forward to the day when the It is up to each of us to see that —— 
have he honor ing forwar o the ay when the have definitely got to deal with: a 
to be increased demands of defense will this system is preserved for the ther widespread scorn of, and dis- 

We do not no longer exist when the| In closing, just two important) American people by vigorously | ™@™" ‘ w “4 I ‘a A ae 

ee ead ig any atte ' ay ha | taste for advertising among certain 
| F sell or ngle acceptance we build up now and | Poms. fighting any attempt that may be leaders of thought and public 

4 nickel’s worth of in the future will help to take up irst, the argument, sometimes|' made to weaken this keystone of : ss auaeiian’ taeda Manan lin 

products to the the slack and when we our- thoughtlessly advanced, that this is| our freedom. As for ourselves rgromns Ww he ‘ 

Z : ‘ a time increase advertisi ‘ = : : sania to larger groups of opinion-makers 

; ultimate con- selves will be able to supply our | ® time to increase advertising be- We will continue to advertise. “ ai ofl. ae pln, acer tm — 

, . . < . . « a . « 

> S , > are *uSs °rs , . > ue) € ers : 

: ie _ we ies, achiggenied with all the containers | communities. It has nothing to do, 
| — a . al "ie pe ol ee really, with the economics of adver- 
' sions as to whi ak > testimony . 

ai bas gon & pu dor — ° tising. It is at once more imtangible 

0 advertising can our own company’s belief in the , ‘ , ; 

oi and more dangerous than that. It 
€ and cannot do importance of advertising, I do not} : ; a 
is a sort of repugnance for some 

: for us flatter myself that we are in any | j / Hy SP CREE TS 

r Carl C. C . 2 . of the manifestations of advertis- 

j° Yet the direc- arl &. Gonway | way smarter or more farsighted ; ; rhe 

. jori | namic conom ing—for its banality, its bad taste, 
tors of our com- than the majority of well-managed oF Wig Peer : 
i i i i its moronic appeals, and its clamor. 
€ pany have voted to sustain its| businesses in the land. As I 100k We just ain't refined enough 
: : : , e sta Y de ‘ 
- advertising in national consumer | through the national magazines in Only Way to Maintain. in this country, we who. have A, ¢ is one of our dangers. But 
. ; ; baat , . at is one i rs. 
is magazines through this period of| which our advertising appears, I | preached its doctrines, find it hard there is a second. In this second 
i i i : ere is a sec , s sec 
in emergency, and to intensify the|see the advertisements of many Free Enterprise, Adver-|to believe that it needs explaining Fae 1 would place the 
. . i. . ass *¢ “ . » 
J program in certain respects. other companies whose products do tisin Claim |or defending. To us, its benefits | ‘ rious students of economics, and 
. . serious §& > ‘ — >, « 

or The directors have made two) not pass directly into the hands of 9, Ss seem as obvious as the cause and | ™ particular those of our distribu 

in particular se ‘ - 

S- other decisions: they have voted|the consuming public. I see the |effect relationship between big ; 

; x : a BY J SW IN ‘ ystem. It is made up, largel 
at that the company shall sharpen and | advertising of the large steel cor- aes Gan Ce ed towns and big rivers. And therein ay ae ae: ae + hon ~y, 

Sarit ; : . S ’ ° ( yrotess als- » *% S é 
C- extend its research activities, both | porations, United States Steel, Beth- Thomassen Com Bong wal | lies our danger. - : ialists in the consumer move 
: : s F of specialists > con: ; - 

h- aboratory research and commercial | lehem, Republic and Whee ling. Few ° pom E oan . ‘i ar No doubt there are some 

¢ . | . ; ; ; ; ; * * ; * 4 . 26 “ ° i s = 

t research; and they have voted that, | families in the course of a life-time Once upon a time, as the story saicnllinematiamecidnaen self. eeke! imong them, but by 
) . . : | . . se -seekers i , 
uy n so far as 1s humanly possible, experience the desire or the need books Say, there was a man who | In building advertising to its a large they are earnest people 
.< ; ’ , : a . oles . 7 ™ . inehetin casa a arge *y are ez : 
ng ve shall maintain our plants and | for a locomotive, yet I note that| died from worry over an insoluble | present place in the business struc- mating te truth 
nd equipment at the highest point of | the General Motors Corporation is problem. In spite of years of geo- ture, we had just one job to do: |~ & 

“ut efficiency advertising locomotives in The | eo research he never could find| namely, to make advertising pay Cannot Be Ignored 

ke Se “ee ici : are clocely | seni ; out how é >» te , at : > > g ‘ertiser 1@ 

, The 3 three decisions are closely | Saturday Evening Post. ep 7 dling came to be that all the| the advertiser. This job we did You heard yesterday how some 
is) elated and together add up to what The richest American cannot, in| ig rivers of the world flowed past | and are continuing to do. But now f the eople view advertising 
Ve » | =4 7. ICA j . rohac , So » , . 7 ese “~) . Ww : > ‘ 
ve e believe to be a sound business | these times, purchase for his per-| the big towns. it appears that this individual justi- se d it Pio i our economic sys 
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Js- hilosophy for these abnormal! sonal use a Lockheed airplane or This man seems to have begotten | fication of advertising is no longer ro ~ us, their views seem 

: mes an Allison engine, yet I see the|a lar ge number of children, all of enough. We are in an era of soul- = | : listorted but juvenile 

’ ° . r 4 Ss > - Be 
advertising of these companies. them highly educated. These chil-| searching. We are pulling up all on fren ‘ bere vse or oa they 
ré : va) ar ‘ ° ‘ einer ey are 4 9 *y 
al mpossible to Forecast dren are equally puzzled today over | the flowers to examine their roots. . ee ae ame : 
fu W the fact that so cig eee -’ | cannot be ignored. For these peo- 
; We gnize fully that no human . : pit And so we have a demand to justify le are in key positions, not only 

eing O wise or so shrewd that | All Seek Good Will many big firms advertising now as a social force. edueniere ‘of the young but 

€ can forecast what the social and are also big ad- What a nuisance! panto edge FR ep Repeat oo a 

: : vertisers: and today often as advisers to consume! 
nomic conditions governing busi- : 8S; But let us make no mistake about ice ea aaa a des 

These are but a few of oe ‘er how it c: . < groups and governmental agencies. 

se ss n be when the emergency rese are bul a few many | over how it came it. The demand is insistent and in Our third source of dauger lies 

be ver examples. . Management generally| to be that the volume. It runs with the current os rm . ch “ + sai a Wash- 

All that intelligent management | is recognizing that whatever condi-| richest country of the times. It affects advertisers, |'™ ‘Ne tact ‘nat i rs 

4 SS ee . aw p . re orld ington today a group of adminis- 

- n de to emerge with plants | tions may be after the emergency, in the world is media owners, and advertising|» tors and administrative advisers 

> pert: — , . aran ‘ators < i stré > ¢ sers 
eady produce at the lowest | they certainly are going to be tough, | also the largest | agents alike. If we do not meet it,| 1) do nor call themselves Friends 
ible competitive cost, with its|@9d mo manufacturer, however) user of advertis- we will be damaged. If we do not of Advertising | 3 } 

- sent oducts improved by re- experienced or well established, can| ing. The exten- work together, we will not meet it. |” Y he: = yesterday a_ very 

" : ‘ . > or (i P ™ - reesoarr | : ( ar yesterday i Ty 
rch i new products planned | @fford to enter into that period) sive research of — Let us start by getting a clear ~ tent ummary of their views 

-e! Md test-d: and. finally. with the | Without all the good will he can these men_ into , | agreement, if we can, on the nature | ©*°°'* wan. Wray init 

ens m 7 se ssibly lay > subject has - ’ and activities. I wonder what struck 

- me the company engraved in | POSS!DIY lay up. the subject has of our problem. Who are our vets Os Moet simeificent about them? 

in- % ? . ven ‘ . » . » e . as sts ‘ i : 

i ters good will on the mind In our own industry we shall now so confused J. W. Young critics and opponents? What is the To ae. the pes thing was 

ent ts public, its customers, and have competition such as we have them, and thei! nature of their antagonism? What this: more roger their attacks on 

xu sper never known. Not merely tin and public—and even the advertising jotives inspire them? lis: nearly all o ty = : 

; é é ar fe adver“ising are a par attacks 0 

5 if our mpany can come into the | 8!ass, which have always been with business—that it appears we must peistarE arene 1 part of attac n 

tw ra with these factors in| US, but aluminum and plastics, and | do something about it. s g else. 
os : : . on re os ag ave been aske suggest what itics— 

ca mae e think the management | N° one can tell “ hat else. Each of I have been asked to use ‘ ; The Critic by Group Blows in Passing 
en have fulfilled its responsibility | these industries, like ourselves, is) we might do. A question far easier . le, Mr. Thurman Ar 

van the ckholders. To omit or | Using this period to set forth its | to pose than to answer. . | For a ¢ ? } : e — od 

- Blect one of these factors | Claim on public favor, following the I have begun in, perhaps, a spirit It seems to me that they fall into | notd says he is str! a rt a als 
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nites We arc already feeling the effect | that each state his case, and the first reaction of all of us to these important. advertising some shrew ows in 
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Young Presents Forward-Looking Plan for Field 


of manufacturers’ which 
they think is a major cause of eco- 
nomic iliness. Advertising is merely 
charged with 
in which the 
tained. 

Others are striking at consumer 
reliance on trademarks, which they 
think are inadequate guides to con- 
sumer buying. It merely happens | 
that a large volume of advertising 
is built on trade marking. 


prices, 


being one of the ways 
price rigidity is main- 


Strike All Business 


First, we have the Advertising 
Federation of America. Through 
its affiliated local advertising clubs 
it reaches the roots of busi- 
ness throughout the country. Mem- 
bers of these clubs often know con- 
gressmen as “Bill,” and they have 
votes which he respects. They have | 
exerted and can exert important 
influence on both local opinion and 
its political representatives. 


grass 


Doing Important Job 


Second, we have the 52 Better 
| Business Bureaus, located in the 
principal trading centers of the 


Thus, hardly anywhere in Wash- 
ington is there an attack on adver- 
tising as such, any more than there | 
is an attack on the free enterprise 
system such. The blows we 
receive glancing blows. The 
real blows are at methods of doing | 
business of which advertising is a 


as 


are 


part. 

Let us talk turkey about this 
group. In my judgment there is in 
Washington today a _ considerable 
number of people, in positions of 
power or influence, who are hon- 


estly convinced that our whole free 
enterprise system needs to be over- 
hauled, to be greatly modified, or 
to be completely They 
believe that they know how to 
it. They intend to do it if they 
can—not only because they believe 
it needs doing, but for the 
human reason that power is a sweet 
possession. 

This group of people is not made 
up of the practical politicians. It 
does not include all the professors 
in Washington, some of whom are 
in my second group. It is made up 
of idealists and humanitarians, who 
are trying to be “practical.” And 


replaced. 


do 


very 


that type, in my observation, is 
often the most dangerous man alive. 

Such men too often conceive 
“practicality” in terms of the end 
always justifying the means. Being 
sincere about their ultimate ends, 


they seem to have no scruples in 


abandoning all principles as_ to 
means. 
Cites Consent Decrees 

If you have that kind of phi- 
losophy, you will not hesitate to use 
the law as a blackmailing medium 
to secure in a consent decree or 
stipulation what the courts them- 


selves would not give you. 

You will not hesitate to associate 
advertising in the public mind with 
“bad” words and 
consumer exploitation, of 
with “good” words like freedom of 


like monopoly 


instead 


the press. 
And you will not hesitate to use 
the label of Defense to change the 


economic system, while carefully 
avoiding attacks on “free enter- 
prise.” 


In short, you will become an ex- 
pert in deceptive labeling 


Three Facts to Meet 


So much for the nature of oul 
problem. When we cut through all 
the underbrush I see only these 
three things which are important: 
one, the repugnance which certain 
influential sections of the public 


have for advertising; two, the lack 
of real knowledge available to the 
serious students of distribution; 
three, the intent in certain influen- 
tial quarters to modify the economic 
system of which advertising Is an 
integral part. 

These are facts which we can no 
longer dodge. The 
joined. So what do we do about it? 

We should perkaps remind our- 
that we already have in 
existence certain for 
doing something about that 
done being 


issue has been 


selves 
machinery 

it, 
and 


and 


been is 


has 


much 
done. 


country, plus a close alliance with 
98 Chambers of Commerce located 
in non-bureau cities. These bureaus 
are doing one of the basic jobs in 
guarding the integrity of advertis- 
ing. 
job in the education of consumer, 


and, through the national bureau, 
they have good working relations 
with the leaders of the consumer 


movement in Washington and else- 
where, 

Third, we have the Committee on 
Consumer Relations in Advertising, 


organized by the American Asso- 


; ciation of Advertising Agencies in 
cooperation with media owners, 
Very quietly but effectively, this 
committee, under the direction of 


Dr. Dameron, has gone to work on 
of 


namely, the inadequate information 


one our three key problems, 
of educators and other serious stu- 


dents of distribution. 


Report Nearly Ready 
And, finally, we have the Adver- 
tising Research Foundation, jointly 


organized by the Association of 
National Advertisers and the Four 
A's. Its most ambitious project, 


the Harvard study of the economic 
and social effects of advertising, is 


now nearing publication, It is be- 
lieved that this will be as near a 
definitive report on the subject as 


it is humanly possible to make. It 
will be by competent and unbiased 
I believe it will be a great 
to our 


scholars. 


contribution knowledge in 


field. I venture the prediction that 
after its publication, neither the 
critics of advertising nor some of 
its defenders will be quite so glib 
about it. 


With these existing organizations 
and activities, and with all the other 
organized units of the industry, we 
Much 
is being done, and 
We are capable of 
rallying the of the 
industry in any specific instance of, 
threat, 
recently been demonstrated. 

But there an uneasy feeling 
that all not enough. There 
is a demand that we make a frontal 
In 
particular, it has been proposed in 
that 
program of 
whole American 
it is said, to 


are not exactly defenseless 


has been done, 


can be done. 


quickly forces 


say, a legislative as has 
is 


this is 
attack on this problem in force. 


need 
for the 
We need, 
“sell” the public adver- 


what 
education 
public 


many quarters we 


Is a 


tising. 
I submit that there are three diffi- 
culties about that proposal. 


“Like Electricity” 


First, there is tangibly no such 
thing as advertising. Advertising is 
a force like electricity, which can 
in its applications 
These applications are so numerous 
varied that it is difficult 

to them I 
the day one of the leading 
of America 


be judged only 


for 
cannot 


and 
laymen grasp 
forget 
newspaper publishers 
told me that he didn’t the 
faintest idea how advertising 
worked or how it paid anybody. 
Second, in some 
advertising, the only 


have 


of 
defense 


applications 
true 


They are doing an important 7 


public, just as the true defense of 
some political activities is an indict- 
ment of the public. Advertising is 
that way because the public is that 
way. 

Third, everybody believes in ad- 
vertising—even the critic of it—, 
when he on the sending end. 
But nobody believes in advertising 
—not even the producer of it— 
when he is on the receiving end. 
That is because advertising is per- 


1S 


suasion, and nobody likes to admit | 
that he needs persuasion or to bear 
the cost of it. 


Persuasion Unacceptable 
Thus we don't really feel that the 
advertising agent or the insurance 
agent earns his commission—on us. 
Perhaps on the other fellow. We} 
yuy at wholesale when we can, and 


love to dodge all selling costs. And 
I have even heard a very large ad- 
vertiser complain about the ex- 


cessive promotion which publishers 
send him. No, persuasion and its 
costs to us are emotionally unac- 
ceptable. 

Even if I am wrong about this, 
even if it is possible to make the 
whole public understand and accept 
the of advertising, I do 
not think it goes to the roots of our 
problem. 

As I 
lies in the three areas outlined. 
us take them one by and 
what might be done. 


workings 


it, our problem 
Let 
see 


have seen 


one 


The Way to Do It 


with 
people 


the distaste 
many influential 
view advertising. That is an 
which no law can reach, and which 
no organized activity except social 
within the industry 
reach. It is an area in 
individually have to do our part. 
Could we not, individually, be a 
little less noisy on the radio, a little 
brutal in the newspapers, a 
silly in the magazines, 
reducing our effectiveness 
I don’t know. All I 
is that too many people say 


The 


which 


first is 
too 


area 


pressure can 


which we 


less 

little 
without 
salesmen? 


less 


as 
know 
they get from too much advertising 
a faint whiff of that about which 
your best friend won't tell you. And 

see by the papers that B. O. has 
wrecked the career of many sales- 
men. 

But John D. Rockefeller did 
escape the charges of being a rob- 
ber baron until he became a _ phi- 
Is this a tip on public 
us? 


not 


lanthropist. 
relations for 


Extend Advertising 


most modern, 
means 
communication plus persuasion yet 


Advertising is the 


streamlined, high-speed of 


invented by man Because it is 


this, it has potentialities for use far 


beyond its present levels. It ought 
to be used extensively by govern- 
ments, as it is in England today. 
It ought to be used by political 
parties, not just in elections, but 
continuously. It ought to be used 
by labor unions, by farm organi- 
zations, by the National Associa- 


of Manufacturers, the 
great philanthropic foundations, by 
and by universities It 
to be used for propa- 
in international 
create understanding reduce 
friction It ought to used to 
wipe out such diseases of ignorance 
It ought to do 
this country 
It ought to be 


tion by 
churches 
ought 
ganda 


open 
relations, to 
and 


be 


fever. 
nutritional 
needs to have done. 
the servant of music, of art, of 
literature and of all the forces of 
righteousness, even more than it is 

When will we stop fighting over 
just the and go 


as child-bed 


the job 


existing business 


will we sell it into these new levels 
of usefulness, this larger stature? 

When we do, the critics of adver- 
tising will all be on the sending 
end, too—and they will all be on 
our side. 


Supply the Facts 


So much for the area of distaste. 


Now what about the area of the 
professional students of distribu- 
tion? 


These people want the facts, all. 
of the facts. It is up to us to give 
them to them, plus the reasonable 
inferences. 

Dr. Dameron has already shaped 
a spearhead in this field. We need 
to put more heft behind it. 


The Harvard study will help, as 
basic material. But it will need 
expounding, as the Bible needs ex- 


pounding. 

Out of the material which is now 
available, or will presently be avail- 
able, we ought to prepare the Case 
for Advertising, an open and frank 


expanding, on the old principles. |} 
has been said often that even 
many business men have begun to 
believe it. 

It has also been said, notably by 
James Burnham, that this is not a 
war for the freedoms that have been 


so 


proclaimed; that it is a war for 
control of the world between (if. 
ferent groups of managers of a- 
tured and planned economies. M: ybe 
it is. Maybe history will be too 
much for us. Maybe we are g ing 


into a government-controlled e: on- 


omy from which we will never 
escape. But that question has yet 
to be voted on, and we do not \ ant 
it lost by default. 
Need Goods, Services 
The war has already don: us 
service. It has blown the mature 


economy theory higher than a kite 


It has shown us what a great un sat- 
isfied longing for goods and ser, ices 
still exists. It has shown us that 
when men are given jobs this de- 


It has shown 
really 


mand begins to flow. 


us that what men Want is 


jobs and things, not public \ 
case. land doles. And it has shown us 
We ought to have this material again how jobs are made—by the 

available for all the uses which can | jnvestment of capital. 
be made of it through our existing Here is the crux of our prob- 
organizations with advertising lem: To bring about in this country 
clubs, Better Business Bureaus, con- a new faith in the possibilitic of 
sumers’ groups, schools, publishers, the dynamic economy; to make that 
and, not least, in the advertising faith so strong that business will 


ranks themselves. 


A Difficult Job 


This is a problem of organization, 
financing, production and distribu- 


tion. I hope that out of this meeting 
will come a sentiment for getting 


this job done, for designating lead- 
ership in it, and for the cooperative 
support all for that leadership. 

It is an inherently difficult 
job to do, but it is a key one. Let 
us stop talking about it and do it. 

And we come to that area 
which worries us most, where all 
is not quiet along the Potomac. 

I have suggested to you that the 
dangers which we see in that quar- 


of 


not 


sO 


ter are not dangers to advertising 
but dangers to the whole 
structure of which 
tising is an essential part. 


per se, 


business adver- 


Indirect Attacks 


Even that business structure itself 
will never directly attacked. 
“Free Enterprise” still a label 
that Americans believe in. It 
will attacked indirectly, by a 
group of past masters in deceptive 


be 
iS 
most 
be 


labeling. 

Now we cannot discuss this sub- 
ject in a vacuum. This country Is 

The first duties, 
and problems of all of us 
play our part in this war, 
to adopt advertising to a war 
economy But even in war there 
is a place for His Majesty's loyal 


at war 
bilities 
to 


responsl- 


are 


and 


opposition 

We also have the duty to look 
ahead to the post-war period. We 
want to be sure that we do not 
wake up then and find that we have 
lost the freedoms we thought we 
were fighting for—not only the four 
freedoms of our President, but the 


fifth freedom of a dynamic economy 


Need “Dynamic 


“7 

Economy 
A dynamic economy, in. which 
free men make free choices of an 
ever-increasing quantity of goods 


and services, offered by free enter- 
prisers! 


Against this concept of the dy- 
namic economy we have heard a 
great deal in the last ten years 


about the “mature economy.” Neve1 


again, it has been said, can we 


appears as an indictment of the back to selling advertising? When keep our economy going, much less 


be ready to back it with the neces- 
sary capital investments, in spite of 
political deterrents to such invest- 


ments. For only by making these 
investments can the jobs be created 
which set the dynamic economy 


going. And only through the dy 
mic economy can we maintain free 


enterprise, and with it, the adver- 
tising business. 

What will it profit us to win the 
battle of advertising and lose the 
war of business” 

Post-War Expansion 

Let us, then, each go away from 
here resolved individually to make 
our contribution toward winning 
this war of business. Let us light 
again the torch of business expan- 
sion which advertising used to carry 
Let us implement this resolve by 
beginning now to plan for the post- 
war expansion of our individua 
business, with the industry anc 


market surveys we will need; wit! 
the better production methods; wit 
the new and improved products we 
must have ready. 

3ut let us do Let us ask 
ourselves whether we, as an 
try, do not have a great contributio! 
to make in this effort to regain ! 
business the leadership of our ec 
omy. We have within our hand 
the greatest aggregate me 
mass education and persuas 
}world has even seen, namely, ™ 
channels of advertising con inica 
tion. We the 
techniques of using these < 
We have Why do we 
use it? 

For 


more. 


have mastel 


power 
“sell 


frothy ¢ 


of | 


Not to 
tising. Not to print 
the American way 
Use it to talk about what 
Adams 
ested in—his girl and his dan 

Use it to him how . 
make our living 

Use it to put him 
against the false labels. 

Use it for real consume juca- 
tion. 

Use it to give the whole 
ness a new faith in our 
faith that will start flowing 
the little waters of enterp! 

Use it to create an atmo 
which business can hope 


what? 
on 
said every man wi 


show 


on ! gu 


de 


and dream again 

Use it to confound the < 
advertising with the great 
powel 


onstration of its the 


ever seen. 
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Need 


But Business Will Suf- 
fer During Defense Pro- 
gram, Admits 


By LEON HENDERSON 
Administrator, Office of Price 
Administration 


You gentlemen are assembled 
here. I am advised, to consider what 
you can do to preserve your busi- 
I am here to discuss that sub- 
ject with you because, as I see it, 
it is part of my job to help you if 
lL ci However, the fundamental 
consideration with all of us is the 
preservation of our democracy and 
all of its free institutions. So at 
the beginning, I would emphasize 
ny considered opinion that what we 
might call the institution of adver- 
tising is threatened with no special 
y extraordinary peril which is not 
shared by other economic § and 
social organisms in this country. In 
fact, | hope we are unanimous in 
the conclusion that the Nazi assault 
upon personal and economic liber- 
ties so real and vicious that 
our first and most immediate job 
is to organize our energies and re- 
sources to effectively repeal that 
threat. And those of us in govern- 
ment must never permit ourselves 
to diverted by any group or 
groups from this main purpose. 
Without privilege or discrimination 
we must all move together. Those 
policies or issues which provoke 
controversy in time of peace must 
be forgotten if they stand in the 
way of the job ahead. Time does 
not permit any administrator in the 
defense program to tolerate unnec- 
essary innovation or experimenta- 
tion in the social or economic field. 
At least, I can speak for myself and 
the jobs to which I have been as- 
signed. { repeat to you that as 
great and difficult as your problems 


nes 


IS 


sO 


be 


are in the field of advertising, so 
far as I am aware there are no 
dangers ahead for your business 


that are not common in varying de- 
grees to other and different types 
of enterprise. And by danger, I 
mean Hitler’s attack upon your lib- 
erties and mine. In other words, 
gentlemen, you have no monopoly 
m trouble. And the text you have 
selected in your prospectus for this 
meeting——“‘Awake, arise, or be for- 
ever fallen’—applies with equal 
ignificance to every business en- 
terprise in this country and to each 
ndividual citizen as well. 


Seeks Sound Appraisal 


I am certain you recognize the 
iniversal application of your theme 
ng to the problems we as a people 
ice. And at the risk of stating the 
obvious, I wish to express the con- 
lent hope that your deliberations 
fre not only will result in a sound 
praisal of the problems you face 
business men, but that in addi- 
m you will evolve some useful 
rmulae that will make your insti- 
ton and its brilliant technics of 
en greater service to the nation 
a whole in this time of crisis. 


Now I think I am _ vaguely 
are of some of the things that 
bothering you. And for my 


part I wish to enter a “general 
murrer’” on one of the principal 
ints. Some of your trade publi- 
‘ons and other sources have 
ribed to me a point of view about 
Vvertising. The clear inference has 
fn that I 


am a charter member 
some little cell of conspirators 
s€ main purpose in life is to 
*t, reform or perhaps destroy 
ertising as we know it. I ap- 
late that those who want to 
ve such under-the-bed-time 
"és would remain unconvinced 
my simple denial. And my pri- 
® opinions about the economic 
‘ty of advertising may be irrel- 
‘nt anyway. However, the fact 
Nat I save never had the oppor- 
Y or the occasion to give suf- 
“nt re earch or investigation to 
frtisii'g to come up with any 
‘Y informed opinion about it. 


Ways assumed and I now 


More Advertising— 
of Right Kind; 


- Henderson 


assume that advertising performs 
a useful economic function. I have 
in a general way subscribed to the 
accepted view that use of advertis- 
ing and its many devices of “crying 
one’s wares” the cheapest and 
most efficient method of selling. If 
this were not so I am quite certain 
that the tremendous sums expended 
each year in this field would not be 
repeated. You members of the As- 
sociation of National Advertisers 
don’t spend money just because you 
are attracted by the dynamic per- 
sonalities of account executives. I 
am aware of the statistical and 
psychological tests you employ to 
measure results of your advertising 
expenditures. And if these tests 
weren't proof of results you would 
undoubtedly spend your money in 
other ways of ringing the doorbells 
of the nation’s consumers. 


is 


“Not My Job” 


It's not my job—and for this I 
am grateful—to undertake to police 
the abuses of false and misleading 
advertising. I know I am correct 
in the assumption that you all sub- 
scribe to proper regulation which 
undertakes to suppress and punish 
the outlaw and the faker. Our office 
has already expressed its opposi- 
tion to “scare” advertising and ad- 
vertising which emphasizes scarcity. 
Nor is it my duty to give attention 
to the possible use of the apparatus 


of advertising in fostering or ex- 
tending practices in restraint of 
trade. These tasks are entrusted to 


others and I have enough to do 
without attempting to usurp some- 
body else’s job. I understand that 
sometimes you have rather vigorous 
differences with those who are ad- 
ministering the statutes to which I 
have referred. That you would have 
such differences not unnatural 


is 


and I am not here to explain or 
defend the policies of coordinate 
colleagues in government. They 


can and do speak for themselves. 


Need More Advertising 


However, I wish to make one 
thing clear at the risk of a further 
invasion of the privacy of my per- 
sonal economic views. If I have a 
point of view about advertising it 
is that under the sort of expanding 
economy I would like to see there 
should be more of it. This is, more 
of the right kind. 

I disclaim any responsibility for 
whatever public skepticism there 
may be about advertising. I have 
the general impression that some 
second-raters may have crawled 
under the tent of the top-flight per- 
formers, imitated your technics and 
deceived the consumer. But this 
is merely a personal hunch and has 


nothing to do with my job. I men- 
tion it only for the reason that I 
gather from some of your trade 


publications that I am expected to 
say something unpleasant. 

The truth is that I have for many 
years advocated a greatly expanded 
productive economy. This, of 
course, involves a vastly accelerated 
production and distribution of con- 
sumers goods. If, you believe 
and as I assume, advertising is the 
cheapest and most efficient selling 
method, then under more normal 
circumstances the increased use of 
proper advertising should accom- 
pany the expanding economy which 
I have always advocated § and 
which I hope will follow this war. 


as 


Unfortunately, the “more normal 
circumstances” to which I have 
referred do not now exist and 


our problems must be weighed in 
the light of extraordinary condi- 
tions. I am somewhat bewildered 
by the attitudes that assume I am 
hostile to advertising because some 
of your problems happen to come 
within the scope of the job I am 
trying to do. I think if time per- 
mitted an individual interchange 
of views, most of you would find 
that we are in the same corner and 
that our areas of agreement would 


be overwhelmingly greater than our 
points of difference. 


OPA’s Objective 


The objective of 
Price Administration 
unwarranted price increases. The 
purpose of the civilian allocation 
division is to assure the most equit- 
able distribution and the maximum 
supply of goods for civilian con- 
sumption without sacrifice of de- 
fense requirements. I have respon- 
sibilities in these closely related 
fields. And it will be my purpose 
as it has been in the past to dis- 
charge those responsibilities in a 
manner which will maintain the 
maximum of free choice and judg- 
ments by all groups which may be 
affected. 

You don’t expect me to tell you 


the 


1S 


Office 
to 


of 


prevent 


that advertising is not going to 
suffer in this defense program. I 
wouldn't try to kid professionals. 


But I can tell you with all convic- 
tion that I regard it as part of my 
job to do what I can to maintain 
the maximum of civilian activity in 
our economy consistent with the 
basic requirements of defense. And 
I ask you to believe me when I! 
say that since the question has been 
raised—frankly it never occurred 
to me until recently—I consider 
that advertising is included in the 
category of important civilian 
tivity. I say this with full recog- 
nition that no one can say with 
certainty whether “advertising” is 
a business, a practice or a state of 
mind. However, what seems to be 
concerning some of the advertising 
profession are my motives. Again 
let me say for myself—and_ this 
goes for my entire organization 
that there exist no secret or subtle 
designs with respect to advertising 
or any other legitimate business 
practice. Having said this, I hope 
I shall not find it necessary to reit- 
erate such an obvious statement of 
fact. I accept the apologies of those 
who may be responsible for making 
me feel that it essential to dis- 
avow a destructive intent. 


ac- 


IS 


Not a Major Problem 


Some hard-bitten skeptics may 
feel that what I have said up to 
this point is taking refuge in vague 
generalities. I shall try to be more 
specific. There is a statement in 
the prospectus of this meeting that 
“there has been talk of curbing ad- 
|vertising as a means of controlling 
inflation and restricting it as a 
means of controlling production.” 
I can not deny that as a statement 
of fact, because as all of you know 
Washington abounds with “talk” 
on every subject and perhaps there 
is no conceivable proposal that has 
not been a party to any such con- 


versations. And if “curbing adver- 
tising’ as a means of controlling 
inflation and production had been 


seriously considered I think I would 
know about it. Furthermore, I 
would not want the job of attempt- 
ing to prevent inflation or limiting 
civilian production if “curbing ad- 
vertising” was my only tool. Even 
if all advertising expenditures were 
taken into account, according to 
your industry figures, only two per 
cent of the value of all manufac- 
tured products is involved. 

It is therefore apparent to me 
that of all the headaches and night- | 
mares that I can visualize in the 
future, the question of what to do 


about advertising is unlikely to 
confront me as a major problem. 
It has been our experience so far 


in the price ceilings we have fixed 
that advertising has not even been 
considered as a major cost element 
Usually questions of labor cost, 
transportation, raw materials and 
other items are fully analyzed and 
appraised but, so far, selling and 
distributing costs have not been 
urged as a compelling reason for 
opposing a price ceiling. If some 
industry whose prices were under 
consideration did urge _ increased 
advertising costs as the basis of 
challenging a particular price ceil- 
ing, we would of course be required 
to go into the question, but I stand 
on the statement which I made in 
my testimony before the House 


banking and currency committee 
as a mat- 


that our policy would be 


ter of course to take normal selling 
and advertising costs into account 
I stated further then I had no secret 
reservations about that 
I repeat it now. 
However, it may have been that 
some of you gentlemen or perhaps 
it was somebody else who did not 
accept in full faith my statement of 


statement 


that policy or perhaps it was to 
make assurance doubly sure that 
there was written into the price 


control bill as reported out by the 
House banking and currency com- 
mittee the proviso that the powers 
granted—and I quote: “Shall not be 
used or made to operate to compel 
changes in the business practices or 
cost practices or methods, means or 
aids to distribution established in 
any industry, except to prevent cir- 
cumvention or evasion any ceil- 
ing established under this act.” 
This language was designed to take 
care of advertising and I so inter- 
pret it. 


ot 


No “Evil Intentions” 

The fact that I have stated to you 
that I have no designs or evil inten- 
tions about advertising and the fur- 
ther fact that it will be an affirma- 
tive policy of my office to take into 
account normal advertising 
will, I hope, give you whatever 
assurance you seek on that score. It 
does not mean that any of your real 
problems are solved. 

I have no way of appraising the 
immediate future of advertising in 
a seller’s market with a_ limited 
supply of consumers goods. It would 
appear that you have enough real 
and vital problems without having 
to create imaginary difficulties. And 
if any secret intentions on my part 
any concealed policies of my 
office have been included among 
your worries, I ask that you elimi- 
nate them at once. 

As director of the Civilian Supply 


costs 


or 


Division I am supposed to dis- 
tribute as best I can the materials 
that the defense program doesn’t 
require, The going is” getting 
toughei As we shift from the 
priorities system to an allocations 


plan it is hoped that a smoother 
flow of residual materials will go to 
non-defense industries. Yet, we all 
recognize, terrific shortages are go- 
ing to continue until the job of 
licking Hitler is finished. None can 
escape the impact of the increasing 
utilization of materials and produc- 
tive capacity for armaments. It 
my hope that you in the advertising 
profession will accelerate your ef- 
forts in helping the country under- 
stand not only the necessity for 
adjustments but to devise methods 
of easing the shock. Much has been 
done in the field of substitution for 
consumers goods for which defense 
needs have created a shortage. I 
have been impressed by advertising 


IS 


copy and radio announcements 
which emphasize conservation and 
other helpful methods of bridging 


the gap. I am certain that your in- 
genuity and talents will continue to 
develop new schemes that will be 
of real assistance to consumers and 
manufacturers during the difficult 
days ahead. 


Current Paper Prices 


I know you are interested in our 
present views and information 
about the paper situation. Accord- 
ing to present data the supplies of 
newsprint and paper 
adequate for the next year in spite 
of the fact that defense activities 
are consuming about 20 per cent of 
the nation’s output. As many of 
you know, there was a substantial 
increase in the wood pulp price 
over a year ago. At the present 
time our information that there 
is not a wood pulp mill in the coun- 


book appeal 


Is 


try that will hold together that is 
not operating at capacity. Unfor- 
tunately uninformed reports of a 
great paper shortage have tended 


to create a tight delivery situation 
on many kinds of paper and it is our 
information there exists rather ex- 
tensive hoarding by some. users. 
This condition has tended to mag- 
nify whatever shortage may exist} 
and were it not for this fear it 
our belief that supplies of paper at 
this time would be fairly adequate | 
for practically all users. 

With respect to future prices, we | 
do not propose to sanction any fur-| 


is 


ther increases as long as costs and 
profits remain at the present satis- 
factory level. While modesty would 
forbid me from making the obvious 
comment that we have done a good 
job in this field, I can assure you 
that without present controls prices 
on wood pulp, waste paper and 
other paper products would be 
much above current levels. More- 
over if prices had been permitted 
to rise, hoarding would probably 
have been much greater than it 
today with a resulting decrease in 
paper available to consumers. 


Ready for Trouble 


don't 


is 


We delude that 


ourselves 
there no trouble ahead in the 
paper field. We anticipate it and 
are getting set to handle it. It will 
interest you to know that in the 
paper and paper products section of 
the price division a separate print- 
ing papers unit is being established. 
This particular unit will be staffed 
by men of outstanding experience 
in the production of printing papers 

men who are thoroughly familiar 
With the manufacturing costs. It 
will be the duty of this unit to 
scrutinize closely all current prices 
of printing papers and to observe 
price trends for the purpose of 
recommending action whenever 
these prices seem unjustifiably high. 
There is likewise being established 
a distributors’ unit with personnel 
of jobber and wholesaler experience 


1S 


Which will be selected for their 
knowledge of distribution costs. 
This unit will follow distributor 
prices in the same way the other 
unit examines manufacturers’ 
prices. Together these units will 
watch closely the printing paper 
price situation from the beginning 
of manufacture until the time the 
product is sold to the printer or 
the publisher. Recommendations 
will be made and action will be 


taken whenever prices seem out of 
line. I invite printers and publish- 
ers immediately register com- 
plaints with us regarding further 
price increases which occur in the 
printing papers field. This type of 
cooperation is essential if we are 
going to do the job with which we 
are charged. Such information or 
complaints should, of course, be 
specific and contain all the neces- 
sary details upon which to base fur- 
ther inquiry. 


to 


The Manufacturer's 
Right 


Another aspect of our job which 


I am certain is of great interest to 
| you concerns the 1942 production 
of automobiles. As you know, the 


Civilian Supply Division of OPM 
has directed the curtailment of pro- 
duction in 1942 to approximately 
50 per cent of the 1941 models. 
According to the statistics of your 
industry the expenditures for na- 
tional advertising by the automo- 
bile industry in 1940 were about 69 
million dollars. This, I am advised, 
represented more than 16 per cent 
of all national advertising expen- 
ditures in the four principal media 
of newspapers, magazines, radio and 
farm journals. Naturally you are 
concerned as to whether a 50 per 
cent cut in production is going to 
result in corresponding reduction 
in national advertising expendi- 
tures. I wish I could tell you, but 
I can’t because I don’t know. All 
I can say is that our only concern 
and duty is to make sure that the 
production schedules are adhered to 
and that a reasonable price is main- 
tained. Within those boundaries, 
the question of advertising expen- 
ditures, as I see it, is a matter rest- 
ing exclusively within the control of 
the advertiser. The Office of Price 
Administration has no official policy 
on this question and does not in- 
tend to have one except that we 
will decline to make any decision 
or recommendation as to the extent 
of advertising expenditures. I re- 
gard this matter within the 
area of free choice upon the part 
of manufacturers and the only way 
we could possibly come into the 
picture is in the extremely unlikely 
event that manufacturers urged 
advertising costs as a reason for an 
increase in prices of the product. 
Then under the pending legislative 
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proposal, our consideration of the | our problems are too real, too vital| vive as a thriving dynamic force. | BUDGET HINTS 
matter would be limited to the for us to engage in fighting fan-| Not only does it deserve to con, | fot Water Heater 
question as to whether this device tasy and abstractions. Let us bury| tinue because of its contributions | 


was being used to circumvent or 
evade any ceiling established under 
the act. 


Help Down Hitler 


I am quite convinced that you 
have an important duty to perform 
in the crisis which confronts us all. 
You know more about how you can 
effectively perform that duty than 


men of straw and unite in the 
recognition that we have a common 
enemy that is real and threatening. 
He is called Hitler. To lick him 
we must submerge our prejudices 
and overlook petty annoyances and 
irritations. And we must do more 
than that—we must be prepared to 
make sacrifices and adjustments for 
the common cause: and no one can 


to our way of life but it has a job 
to do now. And I can visualize an 
even greater use of the technique 
when peace comes and a vast sur- 
plus of men, materials and produc- 
tive capacity calls for the vision 
and leadership to translate these 
resources from production for war 
to production for peace. When 
that time comes, it is my judgment 


I could possibly know. 


I am frank 


in saying that because of the diffi- 
cult jobs that have been assigned So far as 
to me I need your support. All of| cerned, 


predict with any certainty the real 
extent of those sacrifices. 

advertising is 
I repeat that it must sur-| 


sourceful, new and 
will open for us all. 
is to hasten that day. 


con- 


that if we are intelligent and re- 
vast horizons 
Our job now 


There are gains to be made 


with plus-nutrition products ! 


Inflation or no inflation, your customers’ men- 
tal arithmetic at the food counter is much the 


same this year—or if anything, more value- 
conscious: price qualified by value equals net 
worth. It’s the all-important buying decision 
your food brands must win, to stay in the black. 

But there’s a significant “something new” 
this year that modifies the picture. Nutrition. 
A small but important, growing Consciousness 
of the hidden values in food. ‘This nation-wide 
nutrition propaganda is beginning to have an 
effect. 

It means a new set of values is taking over 
in the kitchen... at the grocery. And obvious- 
ly, there are gains to be made in sales, in con- 
sumer acceptance, for brands that offer plus- 
nutrition virtues. 

One way of getting more hidden value into 
brands you market is the fortification route, 
with vitamin concentrates. ‘That’s where we 


come in. For the day you start looking for 


experienced counsel and a reliable source of 


oil-soluble-vitamin supply is the day you 
should get in touch with Distillation Products, 
Inc.—Oil-Soluble-Vitamin Headquarters.” 

Even though you are not directly concerned 
with food formulas or processing, few 
choice facts about D.P.I. concentrates may 


come in handy tomorrow: 


\DP’ 


DISTILLATION 


these 


*Protected by U 


I. D.P.I. produces Distilled Vitamin A Es- 
ters--the only Vitamin A concentrate of its 
kind. A of Vitamin A in the 
natural Ester form, retaining the original oil pre- 
Distilled in high-rarity vacuums. 

2. This concentrate is two to ten times more 
stable than any manufactured A concentrate 
we know of Its high 
merit rating in uniformity, clarity 
and biological value make it a markedly pre- 
ferred fortification agent for a long list of foods 
and pharmaceuticals. 

3. D.P.1. has other oil-soluble concentrates, 
too (for example, Vitamin D), that we'll match 
against the best the field can offer, and win 
your choice in a walk. For plenty of good rea- 
sons the product itself can demonstrate. 

A. By no means least, our Service Labora- 
tory can afford invaluable help to companies 
wanting advice on oil-soluble vitamin prob- 
lems. 


concentrate 


servatives. 


as tests have proved. 
blandness, 


Moral: when you're ready to add merchandisable plus- 
values to food products with A or D vitamins, take a 
shortcut—come straight to headquart- 
ers. That’s Distillation Products, Inc., 
remember. If you're not in the market 
now we can provide grade A counsel 
and help against the day you are 
ready to use our concentrates. Mean- 

while, why not drop us a hint to send 
this booklet?—a mighty useful one to 
have around! 


— — 


TE Sen 4- 
VITAMIN A 
ESTERS 


PRODUCED BY 


MOLECULAR i] 
SIsTuaTION \ 


S. product patent No, 2,205,925 and over 50 process patents. 


PRODUCTS, 


755 RIDGE ROAD WEST. ROCHESTER, NEW sawik 


Jointly owned by EASTMAN KODAK CO. and GENERAL MILLS, 
Sales agent: Research Products Div., General Mills, Inc., Minneapolis, Minn. . 


Ou Soluble Vilamin Headguartera 


Line Introduced 
by Servel, Inc. 


French Lick, Ind., Nov. 12.—Gas- 
operated automatic hot water heat- 
ers have been added to the line of 
products manufactured by Servel, 
Inc., Evansville, Ind., the company’s 
annual sales convention was told 
William Reynolds, 
advertising director, advised the 
sales executives that the advertis- 
ing program for the heaters as well 
| as the company’s refrigerators and 
|air conditioning units will involve 
| the use of newspapers, magazines 
)}and direct mail. 

The program has been planned 

in accordance with restricted pro- 
| duction caused by national defense 
| activity, said Mr. Reynolds, and is 
aimed at keeping the Servel story 
“in the forefront of the public 
mind.” This program, which will 
be flexible in nature, was presented 
with a panel discussion in which 
company Officials and members of 
the company’s agency, Batten, Bar- 
ton, Durstine & Osborn, partici- 
pated. 
“Don’t let anybody kid you about 
a seller’s market,’ Louis Ruthen- 
burg, president, cautioned the con- 
vention. “Yes, there has been one 
but there are too many impedi- 
ments in its way. It isn’t a mar- 
ket easy from a salesman’s stand- 
point.” 


here recently. 


Not Blacked Out 


The Memphis Commercial Appeal 
| has been allowed an exception from 
the black-out of display signs in 
| the Southeast. The _ illuminated 
American flag on top of the news- 
paper’s building will continue to 
be lighted. 


Heads New Agency 


Lee W. Maxwell, formerly chair- 
man of Crowell Publishing Com- 
pany, New York, has been named 
president of General Stores Adver- 
tising Company, New York, a new 
agency specializing in point-of-sale 
advertising. Offices will be at 10 


TRYING TO STRETCH TO THE MAN 
THAT SAME OLD 


PAY CHECK? 


i rs 


ond et roe 


WHOSE PAY CHECKs 
ARE LARGER THIS Year 


om cmete hee cm Nelle we se Hn 
oo 


Goupons which bring free copies of , 
“Budget Calendar" wind up these two 
institutional ads of a series to be car. 
ried by Household Finance Corp. cd iring 
November, December and January ip 
the Christian Science Monitor, Co! ‘er's 
Life and The Saturday Evening Post. 
Family financing is the theme of the 
drive. BBDO, Ghicago, handles the 


account. 


Rockefeller Plaza. 


Attack Outdoor Law 


The Florida outdoor advertising 
law which provides that no sign 
may be erected within 15 feei of a 
state highway has been attacked by 
two cigar companies, Swisher Com- 
pany, Jacksonville, and Hay-a- 
Tampa Cigar Company, Tampa, in 
a state supreme court action. The 
companies contend that the prohi- 


bition outlaws their signs and 
“bears no reasonable relation t 
public safety, morals, health o: 


welfare.” 


Barta Raises Harding 


Harry Harding, since 1930 mig 
visor of planning and art work fo. 
the company, has been named vice- 
president of The Barta Press, Cam- 
bridge, Mass. 


Curtiss-Wright Appoints 
The airplane division of Curtiss- 
Wright Corporation, Buffalo, N. Y 
has named Baldwin & Strachan 
Buffalo, to direct its advertising. 


So we built a show 


tion among Pittsburgh's 


sense of humor and a few 
complete information, 


*Population, WCAE 
Service Area 


5000 Watts - 


SLAP 
45, HAPPY MINUTES with 


WCAE has a slightly terrific lady screwball, name of Irenc 
around her. 


your phone or your secretary and tell us where to sc 


1250 K. C. 


sales 


Hl 


Packed it with music, 


laughs and sales oomph. And it’s becoming a quiet sensa- 
“4 million.’’* 


One, two or three quarter-hour strips of Irene’s colossus 
(4 to 4:45 p. m.) are now available to any sponsor with 4 


records to break. Grub 


- 
The KATZ AGENCY 


National Representatives 
500 Fifth Ave. - New York, N.’ 
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Grocery Purchases 
of ‘Companion’s’ 


|downs of these purchases, 


together 
with much material on brand pref- 
erences, is included in the volume. 
For example, the breakdown on 
fresh meat, which is typical of the 
breakdowns on other products, not 


Morrell 4.5, Rath 3.8, Cudahy 3.7, 
and Hormel 1.5. Beef accounted 
for 42.9 per cent of all fresh meat 
purchases; pork for 41.8 per cent; 
lamb for 8.5 per cent, and veal for 
6.6 per cent. 


38.3 per cent; frozen vegetables, 
Birdseye, 82 per cent; fruit and 
vegetable juices, Dole, 15.6 per 
cent; crackers, NBC, 40.6 per cent; 
all-purpose flour, Gold Medal, 30.5 


Dutch, 29.8 per cent; toilet tissue, 
Scott, 41.5 per cent; dog foods, Red 
Heart, 19.3 per cent. 


per cent; cake flour, Swansdown, 
only shows purchases of meat by In canned meats, however, Ar-| 44.2 per cent; flour mixes, Bisquick, (-terlo (eo 
Readers Checked size of family, number of children, mour got the biggest slice of the) 26.2 per cent; soups, Campbell, 70 i P 
city size and income group, but also leading brand purchases with 17. per cent. a 
recounts purchases by brand. per cent, Hormel was next with Coffee, Maxwell House, 16.4 per To cover this prosperous 
Mass of Detail on Bu at Only 2,144 “brand - conscious” 14.7, and Swift was in fourth place, cent; soft drinks, Coca-Cola, 37 per | American Market, hy 
y purchases, amounting to $1,059, behind Libby, with 5.5 per cent. cent; shortenings, Crisco, 45.3 per 
ing Habits and Brand were made of eight leading brands, B p oe cent; yeast, Fleischmann’s, 72.4 per EL M U N D 0 
out of a total of 17,375 purchases rand Preference Shown | cent; baking powder, Calumet, 40.6 - 
Preferences Gathered aggregating $7,555 during’ the Outstanding leaders in brand! per cent; salad dressing, Miracle Morning Daily © 
|month. In more than 15,000 cases, preferences, with the percentage of Whip, 63 per cent; gelatin, Jell-O, | = 


New York, Nov. 12.—A compre- 


Write for rates ond specimen copies 
hensive picture of the food and 


| either miscellaneous or “no brand” 


total branded purchases .made, in- 
meat was bought. Of the branded 


59.6 per cent; pudding, Royal, 36.7 
clude the following: 


a habit f 1.006 per cent; toilet soap, Ivory, 23.3 per ALL AMERICAN NEWSPAPERS, Rep.,Inc. 
grocery purchasing habits of 1,0 total, Swift secured 48.7 per cent Cheese, Kraft, 63.3 per cent of all| cent; packaged soap, Oxydol, 18 per RS. 
families, regarded as representative of the volume, Armour 24.7 per purchases of branded cheese; | cent: laundry bar soap, Ivory, 40 | 420 Lexington Avenue, New York 
of the market covered by Woman’s| cent, Wilson 7.9, Sunnyfield 5.2, canned vegetables for babies, Clapp,| per cent; cleansing powders, Old 

Home Companion, was released 

here last week in the form of a} 


99)-page report showing detailed 
expenditures for dairy products, 
meat, fish, poultry, fruit, vegetables, 
bakery products, groceries, soaps 
and cleansers during an_ entire 
month. 

The material was compiled 
through the cooperation of the 
Companion’s reader -editors who) 
used a pre-tested report form in 
setting down their data. Ray Rob- 
inson, Crowell-Collier director of 
research, supervised the project. | 
Figures cover the month of March, | 
1941. 

Of the edible preducts purchased, | 
the average family spent $9.67 per | 
month for meat, poultry and fish; | 
$9.46 for dairy products; $8.50 for | 
vegetables and fruits (fresh, canned, | 
juiced); $6.39 for general groceries; | 
and $3.43 for bakery products. The | 
average family monthly expendi- | 
ture thus tetaled $37.45. Non-edible | 
products bought in grocery stores, | 
such as soaps, cleansers, etc., raised | 
the monthly grocery store expendi- | 
ture per family to $39.22 per month, | 
with 75 per cent of the non-edible 
expenditures going for soaps, | 
cleansers and laundry materials. | 


How Business Was Divided 


Eliminating the milk and cream 

: business showed 32.9 per cent of the 
y purchases in self-service stores, 17.2 
un per cent in chain stores with serv- 
) ice, and 49 per cent in independent 
stores with service. These figures | 
give an interesting comparison with | 
the 1939 sales shown by the 1940 | 
Census of Business, which showed 
the following percentages, in the | 
| 


— © 
a 


same order: 28.8, 17.4, and 53.8. 
, An interesting breakdown of vol- | 
' ume of purchases, by days of the 
} week, shows Saturday accounting 
for 42.3 per cent of all purchases, 
Friday next with 15.8, and Monday | 


f in third position with 12. Other | 
7 days’ purchases were shown as 
Tuesday, 9.6 per cent; Wednesday, 


9.4; Thursday, 9.6; and Sunday, 1.3. 
A wealth of detail as to break- 


2000 


oYNAMIC 
SUBJECTS 


HE'S NO SISSY! 


Nobody calls a bear a sissy - - at least not to his face; and mister, the 
man who hunts them is no sissy either! American sportsmen, however, 
don’t do all their hunting out of doors. Around the fifteenth of the 
month it would do your heart good to watch them HUNT thru their 
favorite sporting magazine - - reading both editorial and advertising 
pages. 


325,000 of these money-spending sportsmen, now enjoying the fruits of increased income, offer a 
splendid market for your product in 1942. 


SPORTS AFIELD is America’s largest selling outdoor magazine - - 
at more than a nickel. The basic page cost is only $3.08 a page per 
thousand -- the lowest in the entire outdoor field. 


~~ 


|TOCH PHOTOS 


Give sportsmen a chance to know your product! 
Its a peach of « market 


SPORTS /\FIELD 444 MADISON AVE. 


3S. WABASH AVE. CHICAGO 


WRITE FOR PHOTO LIBRARY 
_ OF 2000 SUBJECTS 
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How to Set Up Budget for 


Individual Cl 


ient Analysis 


Equitable Distribution 
of Agency Costs Is Ob- 
jective of System 


[Editor’s Note: This is the second 
of a series of articles discussing the 
equitable determination and alloca- 
tion of agency costs by individual 
accounts. The first article discussed 
the importance of individual analy- 
sis of costs for each agency client, 
and the benefits accruing therefrom 
to both agency and client. In this 
article the steps to be followed in 
setting up a budget for each client 
of the agency are discussed in detail. 
The author, head of Ira Rubel & 
Co., certified public accountant, is 
a former agency executive special- 
izing in advertising agency account- 
ing and statistical work. | 


By IRA W. RUBEL 


Having scanned the advantages 
of conducting advertising agency 
operations on the basis of scien- 


tifically determined cost figures for 
each individual client instead of for 
the agency whole, as we did 
in the first article in this series 
(ADVERTISING AGE, Nov. 3), we shall 
now discuss the first and most im- 
portant step in setting up a system 
of individual client analysis. 

That step is the formulation of a 
budget—a yardstick which can be 
laid down alongside the figures for 
each individual client’s operation 
from day to day and from month to 
month, and which can serve 
guide in analyzing the business of 
that client, insofar its financial 
relations to the advertising agency 
are concerned. 


Not a Straitjacket 


Perhaps it should be emphasized | 
at the outset that in speaking of 
budgets for each individual client, | 
we have no intention of suggesting | 
that the agency's expenditures of 
money and effort on any particular | 
client’s account are to be put into | 
a straitjacket from which no devi- | 
ations are to be permitted. Quite 


as a 


as a 


as 


the contrary is the fact: the budget | 
merely serves as a “par” against | 
which the actual operation is meas- | 
ured; it does not throttle agency | 
initiative or adaptability in any | 
way. 

The formulation of a_ budget 
requires that each of the many 


operations of a business be analyzed 
separately, and the resulting income 
or cost determined. Fortunately, 
the agency business lends itself 
particularly well to this type of 
study. 

First, the business may quite 
easily be segregated into the several 
clients’ accounts served. 

Second, the service rendered to 
each client may be subdivided into 
the types of work performed; i. e., 
contacting, copy preparation, media 
selection, art direction, etc. 


How to Proceed 


If you are budgeting your opera- | 
tions for the first time in detail, it 
will be very helpful to have your 
bookkeeping department furnish 
you with an analysis of your last, 
year’s operations, securing the fol- 
lowing facts for each client sepa- 
rately: 

(1) Billings, divided into the 
several media used by each client. 

(2) Costs, by media. 

(3) Commissions, by media. 

(4) Productive listing 
each productive employe and his| 
salary. 

(5) Non-billable expenses, list- | 
ing the nature of each expense in 
as much detail as possible. 

(6) Indirect expenses: 

(a) Non-productive salaries, list- | 
ing the personnel and their duties; | 

(b) General and administrative | 
expenses, listing the items in 
much detail as possible. 

Now, ask each productive em- 
ploye to give you an estimate of 
what percentage of his time he 


salaries, 


as 


HOW CLIENT'S BUDGET IS DEVELOPED 


"X" ADVERTISING AGENCY 
BUDGET FOR CLIENT "A" 
1942 
Commissions 
And Fees 
__Billings  ____ Costs _  _ Earned __ 
Newspapers $775 ,.450 .00 $659 132 .50 $116 317 .50 
Magazines 150 ,900 .00 128 265 .00 22 635 .00 
Radio 550 .650 .00 468 052 .50 82 597 .50 
Outdoor 180 500 .00 150 416 .67 30 083 .33 
Mechanical 173 ,000 .00 150 434 .78 22 565 .22 
Non-—Commissionable 
Items .. 20 ,000 .00 __20 ,000 .00 7... 
TOTALS $1 ,850 ,500 .00 $1 576 301 45 $274 198 .55 
DIRECT EXPENSES 
Productive Salaries 
bo OE Ee 0 $71 .825 .00 
Non -Billable Expenses 
(Schedule 2). peevtsecsveas 1 68 ,250 .00 
TOTAL DIRECT EXPENSES..... _140 ,075 .00 
eee oe $134 123 .55 
INDIRECT EXPENSES 
Indirect Salaries (Schedule 3) $42 .100 .00 
General & Administrative 
Expenses (Schedule 4).... _37 ,950 .00 
TOTAL INDIRECT EXPENSES 80 ,050 .00__ 
NET PROFIT... $54 073 .55 
Figure |. This completed budget for a single agency client is the first step in 


operation under an 


“individual client analysis’ system. 


After a similar budget 


has been set up for each client, a consolidated budget covering the complete 


operation of the agency can 


be made without difficulty. 


| specimen 


spent on each account during the 


previous year, and from these esti- 
mates determine the of the 
productive salaries applying to each 
account. 

Examine the non-billable ex- 
penses and determine as accurately 
as possible the proportion of each 


cost 


such item properly chargeable 
against the handling of each client's 


business. 
Next 

penses 

basis. 


the indirect 
reasonably 


allocate 
on some 


ex- 
sound 


Budget for Each Client 


These figures will give you a 
rough idea of how you came out on 
each account you handled last year, 
and they will be of great assistance 
in the preparation of your budget 
for the coming year’s operations. 

The specimen budget reproduced 
herewith (Figure 1) illustrates the 
procedure to be followed. In this 
the budget covers the 
operations of one of the agency’s 
clients for a period of one year, for 
in preparing a plan of operation 
only one client’s budget can be pre- 
pared at a time. Generally the 
budget should cover a one-year 
period, but where this is imprac- 
tical, shorter periods may be used. 
After a budget covering a _ period 
of one year has been prepared, it! 
should then be broken down into 
smaller periods of perhaps a month, 
so that the actual operations can be 
currently compared with those 
forecast. 


Billings Should Be Estimated 


The first item to be 
in budgeting a client’s account 
that of sales or billings. In many 
cases, the agency’s client has set up 
an appropriation to cover its adver- 
tising costs for a definite period of 
time. These appropriation figures, 
where they exist, will of course be 


considered | 


1S 


| helpful to the agency in the prepa- 


ration of its own budget. 

In addition to this, since agencies 
generally prepare estimates for 
their clients, which show the cost 
of the several types of advertising 
to be used, these estimates may also 
be a valuable aid in connection with 


the preparation of the agency’s 
forecast. 
However, it is often found that 


the client's 
vertising 
mates prepared 


ad- 
esti- 
agency 


appropriations for 
expenditures and 
by the 


covering the client’s advertising, do 
identical 
by 


cover the 
embraced 


not always 


period of time the 


budget under preparation by the 
agency. Where this is true, it will 
be necessary to estimate the client's 
volume for each of the various 
types of media from past experi- 
ence and other information avail- 
able. Generally, the executive con- 
tacting an account has an intimate 
knowledge of its advertising plans, 


and with this information and other | 


1S 


in 
anticipated 


facts available, 


determine the volume 


with reasonable accuracy. 


Show All Details 


The forecast of the client's bill- 
ings should be in as complete detail 
as possible, even to the point of 
listing the various magazines, news- 
papers, radio programs, outdoor 
advertising, and mechanics to be 
used. 

The estimate of the client's ex- 
penditures then, having been pre- 
pared in complete detail, should be 
subject to a review by the manage- 
ment of the agency, and in the final 
analysis should not be overly opti- 
mistic. The final sales estimate 
should be reduced to a written list 
of the various periodicals, radio 
stations, and other media to be used 
and the amount of billing to be 
secured as a result of each of these 
forms of advertising. Unless this 
done, it will be impossible to 
compare the actual billings with the 
estimate in any detail, and then if 
discrepancies occur between 
budget of expenditures and the 
actual billings, you will not be able 
to put your finger on the reasons. 


Is 


Media Costs 


In this respect—that of estimating 
the cost of the several media used 
by a client—the agency again is for- 
tunate as far as budget preparation 
is concerned since the cost of each of 
the media to be used by a client can 
be definitely fixed in advance. 

These should be set down 
opposite the billing price of each of 
the several media, and the total will 
aggregate the media costs for the 
particular client’s account. 


costs 


After the estimates of sales and 
media costs have been completed, 
they should be segregated into 


monthly and quarterly periods. If 
the original estimate was properly 
prepared this will be a matter of 
simple arithmetic, for on the origi- 
nal sales and cost estimates each 
medium to be used by the client 
was listed, together with the num- 
ber of advertisements or programs 


a position to | 


the | 


to be used. A columnar sheet will 
provide the means for distributing 
the sales and costs, so that an esti- 
mate for each month and quarter 
may be secured. 


Salaries and Other Expenses 


After the billings and costs have 
been established for an account, the 
next item to be considered is that 
of direct expenses, including pro- 
ductive salaries and non-billable 
expenses. 

The account 
studied to 


be 
what 


should 
determine just 
types of service it requires, such 
selection of media, contacting, 
copywriting, art direction, etc. 
Considering each of these types 
of service separately, the manage- 
ment should now determine just 
which of its employes will render 
the service, and in conference with 
that employe, his department head, 


now 


as 


or both, an estimate of the time 
required to perform the service 
should be made. This procedure 
| should be repeated for each type of 
'service, after which the time re- 
quired by each employe serving the 
account should be translated into. 
dollars. This will be comparatively 
simple when all of the accounts 


handled by the agency have been 
budgeted, for then all of each pro- 


ductive employe’s time should have | 


been entirely consumed. 
How Schedule Is Made 


In the budget shown in Figure 1, 
the productive salaries were 
budgeted at $71,825 for the year 
including the cost of all of the pro- 
ductive personnel who worked on 
the account, this analysis of pro- 
ductive time having been worked 
out as shown in Figure 2. 

In preparing this estimate, each 


person who worked on the account | 


was asked to prepare a statement 
showing the amount of time that 
he thought would be required of 
him during the coming year. Such 
estimates were then reviewed by 
the department heads, and finally 
by the agency’s management. When 
the final figures 
the several employes involved were 
told what corrections had been 
|} made to their estimates, and in this 
way were furnished with a knowl- 
edge of what was expected of them 
in terms of hours or days allocated 
to the performance of the service 


were determined, | 


required on the account specifie 
The non-billable expenses antic 
pated in the budget illustrat 
amount to $68,250, and are show 
in detail in Figure 3. This estim: 
of non-billable expenses was ma 
from an analysis of the past ope: 
tions on the account, together w 
consideration for changes in ( 
procedure anticipated for the ens),- 
ing year. The original estima’ 
of expense in this case were m 
by the executive who contacted { i. 


account after he had discussed :\¢ 
matter with the several ot 
persons involved. Again  thvse 
estimates were reviewed by 
agency’s management, where ec r- 


tain revisions were made and cc n- 
municated to the contact execu! ve 
for the purpose of apprising 

of what costs the agency expec ed 


to incur in the handling of e 
account. 

The indirect expenses of e 
agency include administrative © nd 
clerical employes’ salaries and ¢ ‘n- 
eral expenses, such as rent, legal 


expense; taxes, insurance, supp!ies. 
etc. 

These expenses are of a genvra] 
nature, not applying specificall, to 
any one client’s account, and pr ust 
therefore be allocated on some 
sonable basis. ; 


How to Allocate Salaries 


and clerical ¢m- 
ployes’ salaries must be budgeted 
for the agency, listing each ich 
employe and his salary. Under cer- 
tain circumstances some emploves’ 
salaries can be allocated to spe 
clients based on the type of work 
performed. For example, the sal- 
ary of a secretary to an account 
executive may be charged to the 
accounts handled by him based on 
his estimate of the portion of time 
required for each client. Salaries 
of bill clerks and ad checkers may 
be charged to various clients based 
on an estimate of units of work to 
be handled. Salaries of general 
employes may be prorated on the 


Administrative 


basis of total direct salaries charged 
to each client. 

General and administrative ex- 

‘penses must be budgeted for the 


agency, listing each type of expense 


|Certain expenses may be charged 
to each client based on_ specific 
|direct expenses. For example, 


social security taxes may be pro- 


DETERMINING PRODUCTIVE SALARIES BUDGET 


"X" ADVERTI 


SING AGENCY 


BUDGET OF PRODUCTIVE SALARIES 


CLIENT 


way 


1942 
(Schedule 1) 


EXECUTIVES Days Rate Amount Tot 
J. Smith, Contact, 
Entertaining, Etc.. 50 $10 ,000 .00 
T. Jones, Supervision, 
Sire 90 13 500 .00 $23 500 .00 
ACCOUNT EXECUTIVES 
A. Slater, Planning, 
Contacting......... 100 $50.00 5 ,000 .00 
R. James, Planning, 
Contacting...... 125 50 .00 6 .250 .00 11 250 .00 
COPY 
S. Jones , Newspapers 
& Magazines........ 150 30 .00 4 500 .00 
R. Roland, Outdoor & 
Peer rere ee 100 30 .00 3,000 .00 
D. Ross, Radio. 100 25 .00 2 500 .00 
L. Leon, Radio 120 25 .00 3,000 .00 13 ,0 0 
MEDIA 
H. Berger, Contracts, 
\ Etc Lis eesakas FO 20 .00 1 500 .00 
| C. Sharp, Contracts, 
Btc... are e 50 20 .00 1 ,000 .00 2 0 
| ART 3 
S. Hall, Art Direc 
ls cae oR 70 35 .00 2 Y 
MECHANICAL 
J. Jarrett. Orders, 
Layouts, Etc. 50 25 .00 1 250 .00 
S. Sloan, Orders, - 
Layouts , Etc 75 25 .00 1 .875 .00 3 - 
RESEARCH 
J. Davis, Newspapers. 100 20 .00 2 ,000 .00 ? 
A. Sykes , Radio 75 20 .00 1 500 .00 3 . 
MERCHANDISING 
B. Brant, Various 
Campaigns... ... 100 20 .00 2 ,000 .00 
A. Alexander, Various 
Campaigns. 100 20 .00 2 .000 .00 4 
OTHER 
J.L. Lee, Special 
Radio. 170 50 .00 8 2 
Total Productive Salaries $71 .¢ A 
Figure 2. This is the schedule of productive salaries, identified as Sched: 


on the completed budget. 
account have 


It indicates how salaries directly attributable to “"¢ 


been budgeted. 
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NON-BILLABLE EXPENSE ALSO CONSIDERED 


"X" ADVERTISING AGENCY 


BUDGET OF NON -BILLABLE EXPENSE 
CLIENT "A" 
1942 
(Schedule 2) 
TRAVEL Description Cost 
J}. Smith, 10 trips Chicago to 
| ae eee $4 ,000 .00 
T. Jones, 10 trips Chicago to 
it Ce eb aed ace a e.K 4 000 .00 
A. Slater, 18 trips Chicago to 
EEE 3. S55 ok kK bee a ae 5 ,500 .00 
S. Hall, 15 trips Chicago to 
= , FESS ere ee reer 4 500 .00 
H. Berger, 3 trips Chicago to 
i Sr rere eae rere 1 ,000 .00 
J.L. Lee, 12 trips Chicago to 
IE aig ang gi aa wee Ga Gaia 6 000 .00 $25 .000 .00 
ENTERTAINMENT 
RE ik ck eR ek 3 ,000 .00 
aS eae ee sere eae eee 2 500 .00 
ee a re 1 ,000 .00 
1: SS eee re rere 1 500 .00 
8 ,000 .00 
TELEPHONE & TELEGRAPH 
ee. Sok ara &.6 44.5 6 1 ,500 .00 
RESEARCH 
J.L. Service, Inc., Special 
ig, re ee eo ee eee 10 ,500 .00 
R, BUTORG , BtRtistios .. 6... cc cees 4 500 .00 
J.tL. Brown, Miscellaneous....... 5 ,000 .00 
20 000 .00 
PRESENTATION 
Mechanical Costs, Etc., Estimated 7 500 .00 
OTHER 
MiSGOLISNOOUS 2... 06k ew ws 6 250 .00 
Total Non-Billable Expense $68 250 .00 


Figure 3. 
on the completed budget. 


This is the schedule of non-billable expense, identified as Schedule 2 
It is a careful analysis of direct costs chargeable 


to the account which cannot be billed to the client. 


rated to each client based on the 
proportion of total productive and 
indirect salaries. Another example 
would be rent and light which may 
be prorated to each client based on 
the number of productive and indi- 
rect employes working on each 
account. Expenses not related to 
any other type of charge to specific 
clients may be justifiably allocated 
to each client on the basis of com- 
missions and fees budgeted for each 
client. 


Handling Indirect Expenses 


The indirect expenses of an 
advertising agency are usually not 


as controllable as are the direct 
expenses and the tendency of 
agency executives is to leave such 
items to the discretion of minor 
employes. By scientifically pro- 
rating these items as charges to 


each client, a measuring device 
set up from which to evaluate them. 
For this reason, it important to 
give careful consideration to this 
portion of the budget. In so doing 
inet profit and not merely a gross 


1S 


is 


profit from each client’s business 
will be more assured. 

In every business—and_ the 
gency business is certainly no 


exception—the best laid plans will 
g0 astray unless they are constantly 
sept up to date. If you prepare a 
udget for each account handled by 
our agency covering a year’s oper- 
uons, it will be necessary that 
evisions be made when indicated. 
i may be found that because 
f curtailed billing other changes 
ill necessarily be required to con- 
“nue 


on a profitable basis, and! 
inless you keep up to date, the 
sult will be disappointing. 


a 


When the several detailed client 
budgets have been completed, a 
consolidation of them will produce 
a master budget which will serve 
to coordinate the detail. The prep- 
aration of such a master plan will 
include schedules showing what the 
consolidated figures include; for 
example, a schedule covering pro- 
ductive will show how 
much of each employe’s salary 
charged to each client. A period 
of education and training will be 
required for any large agency to 
successfully operate a budget plan 
of control. After the educational 
period has expired, the final advan- 
tages of budget control will be more 
than great enough to justify the 
time and expense required in per- 
fecting the technique. 

Budgetary control 


salaries 


Is 


provides a 


means by which management can 
securely hold the initiative. The 


intelligent use of the valuable con- 
trols provided when coupled with 
initiative and constructive applica- 
tion will secure profitable results. 


Heads Kitchen Bureau 
Edwin Vennard, vice-president of 

Middle West Service Company, 

Chicago, has been appointed chair- 


man of Modern Kitchen Bureau, 
New York, for 1942. He succeeds 
W. H. Sammis, vice-president of 


Commonwealth & Southern Corpo- 
ration, New York, who has served 
the bureau’s chairman since 
June, 1939. 


as 


Names H. J. Morton 


H. J. Morton, formerly with Edi- 
son Electric Institute, has been 
named sales promotion manager of 
Pierce Laboratory, New York. 


| W*ho buy Engravings! 
| Here is the cooperation you have long sought. 
Twenty years of experience with production, art requirements, 
engravings as well as printing. Will guarantee to make your 
temper go down, and your tempo go up, and with not an 
extra penny added to your engraving cost. 


A telephone call will entail no obligation. 


y e 
Eid, Rramer’ i ccrstam 2-829; 
305 East 474 Street, New York, N.Y. 


NOT A FREE LANCE 


eee 


Advertising Executives 


-NOT A MIDDLE-MAN 


a 
at 


Magazines, Dailies 
Carry Interwoven 
Holiday Copy 


New Brunswick, N. J., Nov. 12.— 
The annual Christmas campaign of 
Interwoven Stocking Company goes 
into full swing this month with 
magazine and newspaper copy pro- 
moting its silk and woolen socks. 


Initial insertions feature’ the 
Interwoven Stadium designs for 
the football season while later the 
gift appeal will be played up. 

On the magazine schedule are 


Esquire, Good Housekeeping, Life, 
National Geographic and The Sat- 
urday Evening Post, in addition to 
20 newspapers in 20 cities. 

Although the company may not 
be able to produce the same amount 
of goods formerly, due to the 
defense program's demands on wool, 
silk and labor, there will be no 
change in the quality of Interwoven 
socks, according to Leonard L. 
Schulz, advertising manager. 

United Advertising Agency, New- 
ark, directs the account. 


as 


Treesweet to Hanson 


Armand J. Hanson Advertising, 
Santa Ana, Cal., has been named to 
direct the advertising of Treesweet 
Products Company, Santa Ana. 


Uses Newspapers 


in 20 Markets 
for Merita Bread 


Atlanta, Nov. 13.—American Bak- 
ing Company using newspapers 
in 20 Southeastern cities in eight 
states in a “Bread for Health” 
advertising campaign on behalf of 
its Merita bread. 

The campaign, which will con- 
tinue until Dec. 10, utilizes 210-lines 
on 3 column space. Advertisements 


1S 


Panther like Muse les Glorious Healel. 


Gy 


; , 
y Ps \ 
Ped ~ h. 
Fe Se 


are run once a week, on Wednes- 
day in evening papers and Thurs- 
day in morning papers, and both 
morning and evening papers are 
used in larger cities. 
signed to appeal not only to the 
desire of boys and girls for perfect 
health and physical strength, but to 
their parents as well. 
The newspaper drive 
with the Lone Ranger 


tied in 
radio pro- 


Is 


Copy is de-| 


gram, which the company 
sponsoring for the fourth year. In 
1938, due to promotional budget 
limits, American Baking abandoned 
newspapers and used only radio as 
a medium. Now the company is 
using almost as much newspaper 
space it did before it adopted 
radio. Three 30-minute programs 
are sponsored each week by the 
baking company over a network of 
27 Southeastern stations. A small 
box in the newspaper copy calls 
attention to the current programs. 

Tucker Wayne & Co. the 
agency. 


IS now 


as 


is 


Issues Day-Nite Maps 

Buffalo Broadcasting Corporation, 
operator of stations WKBW and 
WGR, has introduced an innovation 
in its radio coverage maps. Primary 
and secondary coverage areas are 
shown, and by reversing the plates 
the night time map shows black 
with white lines for political divi- 
sions. Broadcast areas are shown in 
color. The idea originated with 
Baldwin & Strachan, Buffalo, the 
company’s agency. 


Adds W. F. Oettinger 

Walter F. Og¢cettinger, 
advertising and sales manager of 
Yahr-Lange, Inc., Milwaukee, has 
been named superintendent of the 
Middle West division of McKesson 
& Robbins. 


formerly 


Last MARCH, after six months of study, New York 
Subways Advertising Company put this 50-year-old medium 
not merely in step with the times but perhaps a little ahead 


of them. 


A firm, simple rate structure: more effective display of 
the advertiser's message: full coverage within the subway 
car itself: editorial ecards to intensify readership 


were the most basic advancements made. 


A medium. noted for its effective. low-cost) penetration 
of the giant New York City market. was streamlined to 


bring greater benefits than ever before. 


There was a $750,000 reward 


from some of Americ 


most astute advertisers. 


For, during these past few months, 55 
that 
market through Subway 


have contracted for 


soup to nuts—from 


dealers. 


Campbell's Soups 

Chateau Martin Wine 

“Chock Full Nuts.” 
Nut Co. 

Coca-Cola 


. 
o 


Florida Citrus Commission 


Glyco-Thymoline 


Hiram Walker's Imperial Blend 


Irving Trust Co, 


Ivory Flakes 


Space prevents listing all 55 new advertisers. 
we should mention three more 
testimonial to the flexibility and effectiveness of subway 


advertising. 


of New y ork, 


Procter 
Among them are: 


new 


amount to sell the 


Advertising. 
& Gamble 


Packard 


Metro-Goldwyn-Mayer Picture 
Nestle’s Colorinse 

Personal Finance Co, 

Petri Wine 

Reis Underwear 

Smith’s Puritan Brand Foods 
Thomas’ Bread 

Three Feathers Whiskey 
United Artists Corp. 


Federal 


who, we think. are a spec 


They are the Theatre Guild productions. the 


Art School of the Brooklyn Museum and the Y.W.C.A. 


Use the Subways—Your Customers Do! 


We will be glad to supply complete information on the new develop- 
ments in Subway 


idvertising upon request. 


advertisers 
New y ork 


They range fr 
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November 17, 194) 


Ben F. Hormel Retires 

Ben F. Hormel, senior vice-presi- 
dent of Geo. A. Hormel & Co., Aus- 
tin, Minn., packer, has retired. 


Come Lady 
GOES ON RECORD! 


W% Anywhere between Broadway and Buenos 
Aires, wherever important things are happening 
.. » Kay Halle, the roaming correspondent of 
WGAR is likely to be on the scene. 

Soon, she has bigw igs before a microphone 
Handles interviews like a veteran too. Tran- 
scribed, these interviews are air-expressed to 
Cleveland for broadcasting to her Northern 
Ohio listeners. 

In a six-week flying jaunt through South 
America, our lady reporter recorded information 
on conditions in the lands of our neighbors 
Platters came to us by clipper, often were 
broadcast within four days after origination 

She covered Wendell Willkic's lend-lease hear- 
ings in Washington. Jan Valtin gave her the 
low-down on his ‘Out of the Night."’ Walter 
Duranty revealed his opinion on Russia's stand 
Reverend Michael Coleman described for her the 
bombing of his London cathedral 

Society faced her microphone at the fashion- 
able Stockbridge Music Festival in New England, 
at the Cleveland Symphony first night. Charles 
Baskerville told of painting his portraits of the 
Duke and Duchess of Windsor. Lucius Beche, 
Jock Whitney, notables galore have been “‘put 
on wax"’ by Kay Halle 

Our appreciation, then, to the lady who 
“goes on record” to make new records for 
WGAR ... the kind which have helped to win 
for Cleveland's Friendly Station the Showman- 
agement Award of Variety and the Peabody 


Award for Public Service. Thanks Kay! we 


* 


Medical Developments 
Coming Out of the War 
Maggots came out of World War I 
as an incredible boon in the treat- 
ment of gangrene and other infec- 
tions of open wounds, Leo Fontaine 
points out in the November Ameri- 
can Druggist in reviewing medical 
developments as a result of wars. 
In the same conflict the Carrel- 
Dakin solution for wound steriliza- 
tion was given to civilization as 
|; well as tremendous developments 
jin orthopedic, plastic and neuro- 
surgery. Out of the Spanish civil 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


war came new treatments for com- | 
|recently it was successfully used in 


|pound fractures, plaster casts for 
immobilization of wounded areas, 
local therapy with sulfonamides and, 
|most dramatic of all, battlefield 
transfusions from refrigerated blood 
pools. 

Out of the present orgy of anni- 
|hilation, the writer predicts, will 
come other new healing discoveries 
|to offset, in part at least, its over- 
shadowing horror. Already has 
“come desoxycorticosterone, a prod- 


uct of adrenal cortex, which has 
been nicknamed the “survival hor- 
mone.” In the Dunkerque catas- 
trophe, when thousands of wounded, 
burned, and shocked troops streamed 
back into England the anti-shock 
properties of desoxycorticosterone 
were sorely tested and triumphantly 
proved. Countless doomed men 
were snatched from the grave and 
the new _ preparation gloriously 
earned its common name. Synthe- 
sized and produced in this country 
under the name of Cortate, the hor- 
mone has produced gratifying re- 
sults in shock cases here. Most 


postoperative treatment of a bullet 
wound in the heart which had to be 
sutured, an operation which received 
considerable attention in the medical 
press. 

According to reports of the War 
Department, the author points out, 


the new U.S. army is healthier than | 


any of its predecessors. Refuting 
the charge about unusual numbers 
of suicides, Mr. Fontaine says that 


the suicide rate in the new army is | 


actually two points lower per 100,- 


000 than among the general popula- | 


tion. Pneumonia, measles, mumps, 
meningitis and infantile paralysis 
also are lower. 


Color in Machines 


Effect of color in the design of 
machines is recognized as important 
both from the standpoint of appear- 
ance and increased, better quality 


production, says Machine Design for | 


November. Recently, psychological 


surveys made by E. I. du Pont de! 


Nemours & Co. showed that for 
a lathe, a “spotlight buff” at work- 
ing areas and “horizon gray” 
the machine body increased operat- 
ing efficiency and that workers re- 
acted more favorably to this pleas- 
ing combination than to other colors 


tested. Accident hazard is also re- | 


duced through proper color selec- 
tion by increasing the visibility of 
moving parts by “spotlighting” with 
color or silhouetting against a back- 
ground. Light gray is another use- 
ful color and light blues also have 
possibilities, the article advises. 


German Production Methods 


Writing about his experiences 
while visiting the Junkers and 
other plants in Germany during 


1938, A. T. Lundgren, in The Tool 


Honorable Mention 
for ingenuity. ..in the Tenth 
Annual All-American Package 
Competition... awarded the 
Agfa-Anseo Display pictured 
in this advertisement... 


SO PLACES 


AGFA FILM 


= 


The two-pants suit 
but no flights up... 


The merit of making two blades of grass grow 


where one grew before... has long been accepted 


in principle. In our own humble onward-and- 


upward efforts in lithography, we beg to report 


progress Ms 


flexible bottom hinge ... provides two displays 
where only one stood before. After a normal term 
of exposure, the face of the placard is turned 
around the bottom of the easel, and exhibits a 


second poster on its other side ... It’s easier to 


use than explain! 


This double barrelled unit affords display for 
the special occasion and general utility, Mother's 
Day and any day; for use through two periods, 
such as March and April; for featuring separate 
items, deals, special offers... You buy one display, 
but get two, with longer display, increased utility. 
The extra cost is slight for the extra value. 

The TWO-IN-ONE is exclusive with us, de- 
signed, produced and patented by Einson-Freeman 
ee early bird gets the better showing eee 


Specimens and estimates on request! 


x a 7 y ‘ss: 4 ™ 
EImNnsON-FREEMAN CO..1e. 
Very Versatile Lithographers 
STARR & BORDEN AVENUES, LONG ISLAND CITY, N.Y. 


The TWO-IN-ONE Display ...a placard, 


illustrated on both sides, affixed to an easel by a 


on | 


—— i. 


Engineer for November, observes 
that all the work was done on a 
piece work basis with competition 
all the time between departments 
to produce the largest amount of 
parts. Charts were kept showing 
the reduction of waste and great 
pride was shown when savings were 
accomplished along this line. There 
were also charts showing the pr ce 
of new material and what 
could get for scrap. 

The products turned out were 
very good, the writer records, 4]- 
though a great deal of the work was 
hand formed with the use of smal] 
and special tools. Conveyors were 
used extensively on the assem)ly 
| lines. Production of parts and units 
was decentralized, with, for in- 
stance, a blacksmith and his helper 
living out in the country turning 
out parts to be used. 

In regard to working conditions, 
there were no restrictions on hours 
of labor, and the men were getting 
but little money. Because of the 
low wages and unrestricted work- 
ing hours, in one plant men would 
work long hours and then rest upon 
cost furnished by the company 

Despite the lead Germany has on 
this country in armament produc- 
tion, Mr. Lundgren believes the 
United States can still overtake the 
Nazis, “especially if ‘we get off the 
dime’ and do something about it.” 


6 
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Seagram Adopts 
Circus Theme in 
New Promotion 


New York, Nov. 12.—A three-ring 
circus, with side shows and main 
tent, is the theme of a new promo- 
tion folder released by Seagram 
Distillers Corporation in connection 
with its current newspaper and 
magazine drive for Seagram’s Five 
Crown whisky. 

The promotion piece, intended 
|for district managers and salesmen, 

features a circular wheel which in- 
| troduces each of the “five crowns” 
|}as it turns — flavor, body, richness, 
|} smoothness and lightness—and then 
|ealls attention to a curtain which 
| when lifted presents the villain, 
|“old man toughness.” Finally the 
| reader guided into the “main 
| tent,” where advertisements sched- 
|uled for newspapers and magazines 
are reproduced. 

Dealers are urged to tie in with 
the campaign by putting up bottle 
displays “that will tell the world 
‘the hit show is playing here.” 
Throughout the folder effective use 

made of old-fashioned type, 
reminiscent of circus and theater 
programs of a by-gone day. 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Profitably 


Direct Mail Advertising 
Created and Produced 
Dealer Help Campaigns 
Automobile Owner Lists 
Rated Consumer Lists 
Addressing and Imprinting 
Contest Judging 
Premium Mailings 
Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 

350 E. 22nd St. Chicago, !Il. 

305 E. 45th St. New York City 

727 Venice Blvd., Los Angeles, Cal. 


is 
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that a girl should not entertain her typifies the problem child of the the monotony of many other jobs 


. wae , Loretz Joins Callaway 
eS e@w | m friends at her counter, Jean sends syndicate store manager. and demonstrates that by assuming 


. - : Francis Lore formerly director 
her boy friend away when he calls The solution to the problem of responsibility and doing a job well, of eee ing ed i ‘land a , 
: qi i Ss y i OLE -Americs 
» es to see her in the store. waiting on a host of impatient cus- a girl gains new confidence in her- Line. New York has been named 
tomers, each of whom wants imme- self. .dvertising ager of Callaway 
oe a , i sing manager of Callaway 
for Training Comic Element Used diate attention, is offered in a scene At the conclusion of the film, Mills, LaGrange, Ga. Mr. Loretz’s 
The comic element is introduced Showing Jean in such a predica- Jean is shown talking with her boy headquarters will be in New York. 
. in the person of Patsy, the personi- ment. Other points covered in the friend at the end of her first day 
0 a esgir .) fication of everything the salesgir) film include the importance of Following a recital of what she has 
should not be. Patsy does every- | “pleasing each customer” so that learned, Paul looks at her admir- B oe was 2a 
° | thing wrong in a manner designed they return to the store, of study- ingly and concludes that she has @ tagus Ad Wan 
Syndicate Stores May ~ : 


| to provoke audience mirth. With an ing customers to discover those who “what it takes,” whereupon an em- 
Use Talking Slide Film enormous bow in her hair and a. are interested in “how long will it brace precedes the fade-out in true 
. flashy pin at the throat of her | Wear” or the style factor, of know- Hollywood fashion 

in Work sweater, thus providing a picture of ing the facts about merchandise by “What It Takes” was supervised 
what the well-dressed salesgir] does Studying labels and reading litera- by Gladys Chase Gilmore, sales 
not wear, Patsy “saves” store sup- ture, of listening to customers’ training authority, and produced ROIO-LITH CO. 
plies by putting a four-inch skein @uestions, and many similar impor- by William H. Wells Productions Zoi N. WELLS ST. CHICAGO. 
of floss into a millinery bag. The tant phases of the salesgirl’s work. under the general direction of the prac Na ll A Ml ete A 
many a five- and ten-cent store} stock on her counter ‘is scattered The film also compares the inter- editorial staff of the Syndicate Store DEA.8SS7 * HEM,.2211. 
may become as extinct as the dodo| helter-skelter and in general she esting features of retail selling with Merchandiser. 
if the new talking slide film pro-| 
duced by Syndicate Store Merchan- 
diser gains wide distribution and 
accomplishes its objective. 

Anticipating an extensive labor | 
turnover as a result of the defense 
effort, the Merchandiser prepared | 
the film, “What It Takes,” as a 
partial answer to the problem of 
training new and part-time sales- 
girls in syndicate stores. The film 
is the first ever produced exclu- 
sively for sales training work in 
this field and is designed to supple- | 
ment oral and printed instructions, 
particularly at peak periods such as 
the Christmas season. It is now 
being tested by a number of large 
chains which are considering dis- 
tribution to member stores. 

Bearing in mind that the film 
audience would be girls of 16 to 20 
years of age, the publication “sugar- 
coats” the training material by 
weaving around it a human inter- 
est story. Jean, the new employe, 
speaks of her new job to her boy 
friend who dismisses it as a mere 
parcel-wrapping and change-mak- 
ing operation. The next day Jean 
is taken through the store and is 
shown the fine points of good sales- 
manship. Important factors § are 
driven home by dramatization. For ‘ ane : 
example, in order to demonstrate) ivery day Chicagoans are taking 


greater stock in The TIMES. 


Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 
He would have thrilled at today's 
better offset produced by Roto-Lith. 


New York, Nov. 12.— The gum- 
chewing automaton that acts as 
“salesgirl’’ behind the counter of 


. PRA CTICAL The A.B.C. ticks off the Septem- 
| \EW BOOKS FOR ber statement for the six months end- 
: WA RKETING MEN ing September 30, 1941, and shows 


another new high daily average for , 
® Successful Mail Selling the period of 
By Harold P. Preston. Just off the 
} press this how-to-do-it manual covers 
’ the whole business operation of mail : 
> s¢ ing from beginning to end. Packed 
| with valuable information on list build- : 
’ ing testing, copy, pricing, catalog 7 
r making, record keeping, collecting, etc. i 

Presents tested methods. stimulating ain 
leas ricks of t 1 s y . 4 bd i< e 4 j Tl . 
; ais tricks of the mail selling trade, rhe advertiser who has been using The TIMES 
and shows how to use them for in- ‘ - : 
“eased sales by mail, Ilustrated. $3.0 | has invested wisely and profitably. But other ad- 
@ The Road vertisers, too, can enjoy the profits of this rising 
> 
to Salesmanship market at a “ground floor” price. For TIMES ‘ 
By Robert H. W. Welch, Jr. New, prac- ee : : ; j j 
tical, helps any walecman de’. | advertising is still available to national advertisers 
fective sales job Presents rue sel]- , . . . : ‘ , ; 
og fundamental, bull ened. J at the lowest cost per milline for evening news- 
rrects selling faults An invaluable P re 3 j Pies 
' lto the sales manager for baildine || Papers in America. 
re man-power in his sales staff. $2.00 
¢ Merchandising Guide | 
By M. David Potter. A guide to a work- 
Mg understanding of the basic principles 
nd-fgure merchandising. Shows 
Ww use the gwure-facts of , e 
;- ie ates ee obe codes ne EVENING 
Sik -ieancieiia added tae CIRCULATION 
t sales, et Problems den 
g astrate essential procedures $2.00 
d ¢ You Can 
CG | Make A Speech 
By William Doll. An amazingly simple 
s “ k that wi hely vou be an 
iH 


'S 


THE *%:;) TIMES 


vie sat 
CHICAGO'S PICTURE NEWSPAPER 
NATIONAL REPRESENTATIVES 
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Van Camp’s Uses Consumer Group | 


Radio in Pork 
and Bean Drive 


Indianapolis, Nov. 12. — Van 
Camp’s, Inc., celebrating its 80th 
anniversary, is using radio in sev- 
eral markets to supplement its 
regular advertising in Life, The 
Saturday Evening Post and news- 
papers. 

Transcribed spot announcements 
are being used as well as participa- 
tion and full 15-minute shows to 
stimulate specific markets. A typ- 
ical 15-minute show, inaugurated 
over WCLE, Cleveland, this month, 


is a musical program’ scheduled 
three times a week for 13 weeks. 
In Cleveland radio talent also is 


appearing in the stores of dealers as 
further promotion for Van Camp’s 
pork and beans. 

Calkins & Holden, New York, is 
the agency. Ray N. Peterson is ad- 
vertising manager for Van Camp’s. 


MULTIPLE IMPRESSIONS 
ON MASSES OF PEOPLE! 


35,021,292 


persons see Whaley Taxi- 
posters each week—on 3578 
cabs in 43 cities! That's 
mass circulation! For de- 
tails, write Wm. E. Whaley 
Co., Washington Building, 


Louisville, Ky. 


Expands Interests 
in Nebraska 


North Kansas City, Mo., Nov. 12. 
Expansion of Consumers Coopera- 
tive Association’s retail outlets and 
production facilities in the western 
Mississippi valley area has been 
assured with CCA’s announcement 
of purchase of the Terry Carpenter, 
Inc. interests. The 
cluded a 1,500-barrel oil refinery at 
Scottsbluff, Neb., and service sta- 
tions and equipment located in nine 
other Nebraska sections. 

In addition the CCA is acquiring a 


purchase in-| 


large tract of land at Scottbluff for | 


an administrative building, 


ware- | 


house and buildings to house a gro- | 


cery, creamery, cafe, laundry, hatch- 
ery, and bottling works for soft 
drinks. The new unit will spread 
over 71 acres, at the edge of the city. 
The purchase price of the refinery 
and other facilities, together with 
the inventories, amounted to ap- 
proximately $750,000 and, accord- 
ing to the CCA announcement, rep- 
resents the biggest cash transaction 
in Nebraska in years. Final transfer 
of the properties to the cooperative 
will be made on or before Dec. 2. 
The Carpenter oil interests in Colo- 
rado and Wyoming were not in- 
volved in this deal. The cracking 
plant of the new Co-op unit is new 
and modern, having been completed 
in 1940. 
The plant’s crude oil 
'come from the Lance Creek field in 
Wyoming and are transported via 
| pipe line. Plans call for the serv- 
| ing of cooperatives in southeastern 
| Wyoming, northwestern Colorado 
and Nebraska. With this acquisi- 
tion, CAA now owns two refineries. 


Opens Chicago Office 

Quick Frozen Foods and The 
Locker Plant, and Butchers’ Ad- 
vocate, New York, have opened a 
branch office in Chicago at 612 No. 
Michigan avenue, under the direc- 
| tion of E. W. Williams. The pub- 
| lications recently announced a rise 
in advertising rates of approxi- 
mately 10 per cent to become effec- 
‘tive shortly. 


Powerful stations nearby had been carry- 
AND 
But in July, 1939, WMBD 
was specified as an additional outlet for 
OXYDOL. 
WMBD is NOW specified as an additional 
advertising outlet for THREE MORE pro- 


ing the PROCTER 


GAMBLE CO. 


messages of 


“Ma Perkins,” advertising 


grams ... 


for DREFT 
for CRISCO 


“Lone Journey” 


“Right to Happiness” 


“Life can be Beautiful” for IVORY SOAP 


Here’s Why... 


in pene 


Industrial business is GOOD in the 16 counties of 


WMBD's “Peoriarea”! In 1940 a 


total of 585 


manufacturing plants employed 29.644 people who 


earned $37,570,182 annually, This forward-striding 


industrial activity . 


.. With accompanying increases 


in agricultural, wholesale and retail activity . . 


represents a tremendous surge of concentrated buy- 


You can do 


PRODUCTIVE BUSINESS 


ing power. 


with the help of “Peoria- 
rea’s” ONLY dominant radio 


.. WMBD!!! 


station . 


FREE & 
PETERS, Ih¢. 


Excluuve Natonal 
Xe 
Representatives a8 


| 


supplies | 


Getting Personal 


DeWayne G. Hunter, a.m. of Barber Asphalt Corporation, is grate- 
ful for the good taste displayed by N. W. Ayer & Son, the Barber 
agency, in selecting personnel. He will be married in the spring to 
Marguerite Marie Van Dam, who handles Bermuda publicity in Ayer’s 
New York office. . . 

To celebrate the recent arrival of a son, Paul S. Ellison, a.m. of 
Hygrade Sylvania, dispatched a paean of joy “to be sung in Calypso 
style” to his friends. One choice bit tells the story: “My name is 
Ellison, Paul Van Horn, A little guy that’s just been born; Now old 
Doc Young, he was the man, Who brought me to the Promised Lan’; 
My hair is black, my eyes seem blue, all other equipment seems 
standard too.” 

Frederic A. Birmingham, prom. mgr. of Esquire and editor of Ap- 
parel Arts, will be living at 2 Gramercy Park when he returns from 
a honeymoon with his bride, the former Ruth Frances Atherton, of 
Scranton, Pa. . . Dog fancier as well as copywriter, Ted Patrick of 
Y&R contributed a picture-article entitled “How to choose a dog” to 
a recent issue of Look, .. George F. Gouge, v.p. of BBDO, has leased 
a furnished apartment at Town House, 103 E. 38th street. . . 

To raise funds for the Red Cross and entertainment in camps for 
soldiers, sailors and marines, William H. Rankin, agency head, has 
suggested a “Good Neighbor Bowl” football game at the Yankee 
Stadium between the winner of the Western Conference title and either 
Army or Navy. . . John D. Hertz, Jr., v.p. of the Buchanan agency, 
is chairman of a committee of 15 
ad executives who will conduct 
their branch of the $50,000 emer- 
gency appeal of the Travelers 
Aid Society of New York. . 

As John Whelan, b.m. of Haire 
Business Publications, prepared 
to leave the hospital after an 
operation, his wife moved in on 
the floor above him—also for an 
operation. Everit Terhune, 
pres. of Boot & Shoe Recorder, is 
coming back on the job after a 
long siege at the hospital. 

Guy Davis, copy chief of Beau- 
mont & Hohman, Chicago 
agency, who escaped unscathed 
in the wreck of the Pennsylvania 
flyer Nov. 9 at Dunkirk, O., 
found an hour later that he was 
still holding the cards in his 
hand which he had when the 
crack-up ended his bridge game 
in the club car. Ralph 8S. 
Kingsley, publisher Kenosha 
Evening News, has been re- 
elected president of the Wis- 
consin State Chamber of Com- 


MILESTONE 


Mrs. W. W. Southam, wife of the pro- 
duction manager, and O. L. Spencer, 
assistant managing director, Vancouver 
Daily Province, scan newspapers fresh off 
the new presses recently started when 
Mrs. Southam pressed the button. 
—- merce. .. 


James W. Irwin, asst. to pres., Monsanto Chemical Co., St. Louis, has 
two mementos of a recent trip to New York. One is a seat reservation 
slip for the plane that crashed in Canada on its western flight to Detroit. 
The other is a telegram he received in New York regarding an ad 
meeting in St. Louis. Because of the telegram he changed his plans 
to fly to Detroit on the ill-fated plane and caught another plane to 
St. Louis... 

Ken Laird, of the Chicago office of Y & R, and Agnes Giesen, who 
has just resigned her Y & R secretarial post, are honeymooning follow- 
ing their marriage Nov. 15 at Riverside, Chicago suburb. Art Tatham, 
v.p. and Chicago mgr., Y & R, made it official by being one of the 
ushers. . . 

Fred Healy, v.p. and advertising director of Curtis Publishing, will 
be back on the job soon after an enforced vacation for an operation. . . 

Sterling (Daddy) Couch, program director, WDRC, and Bernie 
Mullins, WTIC newcaster, both Hartford, Conn., stations, have their 
birthdays the same day and run a race to see who can hand out a 
greeting first. .. Arnold Van Leer, New England a.m. for Paramount 
Pictures, has returned from a trip to sunny California. . . 

While Ad Fried, sales prom. mgr., KROW, Oakland, Cal., was work- 
ing on a presentation a few days ago the phone rang to inform him 
that Mrs. Fried had just made a presentation of a girl weighing seven 
pounds. . . Frank P. Shannon, ad. director, Terre Haute Tribune-Star, 
was the guest of honor at a dinner the other day celebrating his 25th 
anniversary as an advertising executive. . . 

Bill Herrington, research director, Leo Burnett Company, Chicago, 
is managing to get a little business done these days despite sundry 
sprains, bruises and contusions suffered recently when an auto 
brushed him off the street while he was walking home. . . 

When Wilmot Rogers, a.m., California Packing Corp.; Austin Igle- 
heart, exec. v.p., General Foods Corp., and Walter Barry, v.p., General 
Mills, discussed food prices and the cost of living in a forum discussion 
at the convention of the Associated Grocery Manufacturers of America 
Nov. 5 in New York the program was broadcast by WOR. . . Louis 
Cucol, traffic mgr., WHN, New York, will marry Jane Mengrone, 
former press agent, early next year... 

Ed Foreman, Chicago radio rep, is back on the job after some minor 
alterations at St. Luke’s Hospital. . . Ernie Roscher, of the Chicago 
office of the St. Louis Post-Dispatch, announces that the tariff has 
been raised from $5 to $6 for the annual stag of Chicago Post 170, 
scheduled for Medinah Club Dec. 5. The does at the stag are demand- 
ing more dough, Mr. Roscher, chairman of the charivari, explains. . . 

H. Vernon Lee, Jr., of the public relations staff of Albert Frank- 
Guenther Law, has resumed his work with the agency after a term 
of service with the U. S. Army at Fort Dix, N. J... 

Jerome B. Gray, partner of Gray & Rogers, Philadelphia agency, 
is public relations chairman for the 1942 United Charities campaign 
in Philadelphia. Two associate chairmen are Harry A. Batten, pres. 
N. W. Ayer & Son, and Phillip C. Staples, pres., Bell Telephone Co. 
of Pennsylvania. . . Robert McLean, pres., Philadelphia Evening Bul- 
letin, gave bronze merit pins to 476 Bulletin carrier boys who sold 
700,000 defense savings stamps in five weeks. . . 

Johnnie Ashmead, dir. of publicity, Phoenix Insurance Co., Hart- 
ford, Conn., acted as judge of a contest for the best letters on “Why 
I buy defense bonds and stamps.” . . . Francis S. Murphy, genl. mgr., 
Hartford Times, has been named to a newly-appointed committee on 
American democracy of the Connecticut Chamber of Commerce. . . 
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‘Erstwhile Ad 
Manager Prints 
Own Army Paper 


Hartford, Conn., Nov. 12.—A se: 
of humor and a realization t! 
some day the national emergenc 
will be over have been combined 
by a young Army recruit—Stanley 
P. Withe, by name—into a formu, 
|for keeping his name before cus- 
|tomers and prospects so that he’}] 
be no stranger to them when he 
|dons mufti once more. 
| Private Withe, son of Stanley P, 
| Withe, advertising manager of 
Aetna Casualty & Surety Company, 
graduated from the Aetna schoo! a 
few months ago and immediately 
| began to sell insurance. In Sep- 
|tember he reported to his local 
| selective service board as a voOlin- 
teer. Concerned about the business 
he had already written and pros- 
pects in the offing, he designed a 
highly personal “house orgin” 
which is being distributed monthly 
to a selected mailing list. 

Vou i Bo bk Ge “A. W.. Gd. b.. 
meaning, “Absent Without Losin 
| Business’’—is a four-page, photostat 
folder, measuring 41% by 51 in- 
ches, which will henceforth deal 
with the life and times of Soldier 
| Withe, with at least an occasicnal 
‘reminder that Businessman Withe 
hasn’t departed for good. 


Explains His Plan 


“This will introduce a new maga- 

zine,’ the author explains in his in- 
augural issue. “You see, up to last 
| week I was developing a business, 
an insurance business. Now, I'm 
trying to figure out a way to keep 
it. The main thing in any business 
is not to be forgotten. Whether I'm 
away a year, or longer, I don’t want 
'to be forgotten, because when I 
come back I’ve got to make a living 
(for two) and I don’t want to start 
from scratch! 

“So, each month I'm going to get 
out ‘A. W. O. L.’ It will be pub- 
lished ‘under my hat,’ wherever I 
am. It will contain all the news of 
Army life and doings that the cens- 
ors will permit.” 

Mr. Withe goes on to explain 
that he’s “not asking for sympathy 
or favors.” He manages to put in 
a couple of plugs for Aetna’s ser- 
vice and he reminds customers that 
‘he has two “partners” who can 
-handle their every need for the 
| duration. 
| The initial account of Army life 
set down by Private Withe deals 
with his first days as one of Uncle 
Sam’s stalwarts. 


Kane Joins Olian 

Robert E. Kane, formerly copy- 
writer with Anfenger Advertising 
Agency, St. Louis, has joined Olian 
Advertising Company, St. Louis, as 
account executive. 


Adds Joseph Furth 


| J. Joseph Furth, formerly ac- 

count executive with Lane, Benson, 
McClure, Chicago, has joined 

| United Advertising Companies, Chi- 
cago. 
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Masonite Nets 
$7,010,886 from 
$12,932,976 Sales 


Defense Theme Played 
Up in Two-Color Re- 
port 


Chicago, Nov. 12.—The role that 
Masonite products are playing in 
the national defense program pro- 


vides the major theme for the 
Masonite Corporation’s annual re- 
port, recently released, informing 


stockholders that net profit for the 
year ending Aug. 31 was $2,010,886, 
a 21 per cent increase over the $1,- 
659,348 of the previous year. Total 
net sales for the last fiscal year were | 
$12,932,976, compared with $9,057,- 
648 for the previous 12 months. 

Emphasis is lent to the booklet’s | 
contents by the use of two colors. 
It is illustrated with pictures show- 
ing applications of the company’s 
products. 


Beech-Nut Packing Co. 


Net earnings for nine months | 
ending Sept. 30 were $2,275,911, | 
compared with $2,142,617 for the 


same period a year ago. 


Bon Ami Co. 

Net profit for nine months end- 
ing Sept. 30 was $935,489, compared | 
with $971,213 for the comparable 
period a year ago. 
Chesapeake & Ohio 


nine 


Net income for the first 
months of 1941 was $25,633,044, | 
compared with $24,476,149 for the | 


months of 1940. 
Libby-Owens-Ford Glass Co. 


Earnings for nine months ending | 
Sept. 30 were $6,996,560, compared 


first nine 


Blondes? — We have 
‘em. They've got Ideas, 
too! 

by RICHARD L. HOPE | 


The blonde cutie who brightens | 
ur existence by systematically 
eliminating a lot of boring little 


ietails, is responsible for the germ | 
that is back of this piece. 
Said she, “I think we'd better get 
ur Christmas box list made up.” 
A comparatively innocent state- 
ent, the kind she bobs up with 
laily! 

But this one was different. 
It put the spotlight on a bunch | 
{ regular folk-——our customers. It 
ade us realize once again what a | 
nice “family” of accounts we have 
n every nook and cranny of the 


untry. Too, it made us feel kind 
{ proud in the realization that this 
nposing list of clients—national 
ivertisers all—would certainly not 
® in our shops year in and year 
It if we didn’t give them what 


ey wanted in quality printing. 

Yes, we keep nice company. We 
tep them because they’ve learned 
lr ways and we theirs. In sitting 
WI to 


discuss problems we've 

een able to bring with us the expe- 
ence of our “idea-crew’’—manned 
easoned merchandisers men 


training in the field of sell- 


£ has been long and varied but 
ho, fortunately, have that happy 

ulty of combining selling with 
¢ knowledge of printing and print- 
8 production. This collective 


falth of background is at the dis- 
sal of our customers. They are 

son why “Talent to Originate 
Sk to Produce” 


is not an idle 

They are the reason why 

“€ names of American Colortype 
Mpany clients appear so fre- 


uentiy on the lists of award win- 
for outstanding printed mailing 


ece They are the reason why 
@ say, “We'd like to work with 
ce tolk like you.” Let’s wind up 
old year by getting acquainted 
‘least. It’s your move now. In- 
te us in! 


AMERICAN COLORTYPE CO., 


Chica go New York 


Coshocton Clifton 
Ad No. 8 of Serie 


with $7,314,781 for the like period 
in 1940. 


McKesson & Robbins 
Net profit for the quarter ending 
Sept. 30 was $1,352,825. 


National Biscuit Co. 


| Net income for the year ending 


Sept. 30 was $11,204,596, compared 
with $10,796,951 for the preceding 
year. 


National Gypsum Co. 

Earnings for the first nine months 
of 1941 were $1,200,629, compared 
with $1,055,084 for the first three 
quarters of last year. 


Owens-Illinois Glass 
Net profit for the 12 months end- 
ing Sept. 30 was $8,672,797, com- 


pared with $8,048,406 for the pre- 


vious year. 

Wm. Wrigley Jr. Co. 

Net income for the first three 
quarters of 1941 was $6,610,651, 
compared with $6,678,314 for the 


like period last year. 


American Chicle Co. 

Earnings for nine months ending 
Sept. 30 were $2,711,894, compared 
with $2,750,059 for the same period 
last year. 


Minneapolis-Honeywell 


Earnings for nine months end- 
ing Sept. 30 were $2,022,260. 


Conde Nast Publications 
Net profit for the first nine 
months of this year was $269,207, 


compared with $193,878 for 
comparable period a year ago 


S 


the 


Purity Bakeries 

Net profit for 40 weeks ending 
Oct. 4 was $928,406, compared with 
$733,446 for the like period in 1940 


Distillers Corp.-Seagrams 


Net income for the year ending 


July 31 was $8,110,012, compared 
with $9,716,798 for the year pre- 
ceding. 


Corn Products Refining Co. 

Earnings for nine months ending 
Sept. 30 were $7,362,376, compared 
with $6,069,016 for the like period 
in 1940. 


Cream of Wheat 
Net profit for the year 
Sept. 30 was $1,103,823, 


ending 
compared 


with $983,237 
ing. 


for the year preced- 


Julius Kayser & Co. 

Net profit before any provision 
for excess profits taxes for the 
quarter ending Sept. 30 was $259,- 
987, compared with $30,388 for the 
same quarter in 1940. 


EXPERIENCED MERCHANDISING EXECUTIVE 
AVAILABLE 


Have you an opportunity for a trained 
executive, 39 years old with 17 years ex- 
perience in merchandising and manage- 
ment with nationally known firms? His 
earned income from salaries has reached 
$10.00C a year. He is now vice president 
of a merchandising company and is in- 
terested in finding a position with rea- 
sonable salary and a chance to develop 
future stock participation. 


Box 3516. ADVERTISING AGE 
Chicago, Ill. 


Means ““HOME” Newspaper Coverage-- 


... You need the intensive circulation and the loyal 


readership provided by those home newspapers in 
the towns in Oklahoma where your merchandise 


is on sale. 


In the Southwest Dailies cities you get 86.9% cov- 
erage, and it’s in the cities the size of Southwest 
Dailies cities where you find the majority of Okla- 
homa’s urban population. In these 23 Southwest 
Dailies counties, the home newspapers have 50,287 
MORE circulation than any “outside” newspaper. 
You need that... and you need the kind of news- 
paper cooperation that an advertising manager or 
publisher can give you, who knows your dealers 


by their first names. 


These Southwest 


“FIRST MONEY” 


These are the towns where Okla- 
homa farmers come to spend the 
cash returns from bumper crops 
(conservatively estimated at more 
than $40,000,000.00 for the state 
this year). Your dealers here get 
“first crack” at this new money. 


papers provide the “complete sales 
lubrication” for you, in Oklahoma. 


Dailies News- 


HIT HOME --- WITH THE “HOME” DAILIES OF OKLAHOMA! 


ALTUS Times-Democrat (ES) 


ALVA Review-Courier (ES) 
ANADARKO News (ES) 


CLAREMORE Messenger (MS) 


CLINTON News (ES) 
CUSHING Citizen (ES) 
DUNCAN Banner (ES) 
DURANT Democrat (ES) 
ELK CITY News (ES) 
EL RENO Tribune (ES) 
FREDERICK Leader (E) 


HOLDENVILLE News (ES) 
LAWTON Constitution (ES) 
MANGUM Star (ES) 
NORMAN Transcript (ES) 
NOWATA Star (ES) 
OKEMAH Leader (ES) 


PAULS VALLEY Democrat (E) 


PERRY Journal (E) 
SEMINOLE Producer (ES) 
VINITA Journal (E) 


HENRYETTA Free Lance (ES) 


SouTHWEsT DaiLies o£ 


NEW YORK ¢ CHICAGO e¢ DETROIT «© MEMPHIS 


HOBART Democrat-Chief (ES) 


= 


ZONES OF 
INFLUENCE 
OF THE 
SOUTHWEST 
DAILIES 
GROUP 


1940 GROUP POPULATION 


City zones 
Counties 
Trade Areas_- 


...204,541 
652,559 
‘i -~-939,033 


OKLAHOMA 


@ OKLAHOMA CITy | 
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Heads Michigan Group Eight Advertisers NOVEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 
rt D awkins, advertising man- 194 = 940—— 
amet of Hammond Machinery Collaborate on *Ace Fiction Group roe : ren" ery wer Screenland (Sc.) 


Builders, Kalamazoo, has _ been - 14.693 445 19.104| Screen Life (F). 


American 


34.3 ae ‘ 
. a . . > { 
elected president of the Adve! tising W m P *American Forests g 2 260 6.0 29520|Screen Romances (M M) 249 12.824 260 1] 
Roundtable of Southern Michigan. Oo an Ss age *American Girl 7.0 2 468 6.0 9634 | Silver Screen (Sc.).. : 23.2 4 469 18.1 7.789 
Other officers elected are Alan Bal- New York, Nov. 11.—Advertising aan rican Home ‘4 S 28 286 52 5 83,201 m ate Conte ssions (F) Ie = 4 one 21.1 
‘ > T ‘no > . . , j eric: erwion 3 6.126 2.9 5,029 | True . iences Mas 26.0 l 36 27.9 1 7. 
lantyne, Novo Engine Company, | jn editorial style appeared in a | {Vien et : aie autan Sace & tone ance . . 
Lansing, vice-president; Keith Red- he wiaes t Se ‘ ecoration — oe : er e & moman = - on 
: : unique guise last week in the form (Combined with Spur) 13.9 8,755 8.5 5,355 4) ee 25.5 10,952 25.6 
ner, Battle Creek Bread Wrapping 3 ; ge i anges ‘ a2 1652 16 681/| True R tae 07 8 11.92] 97 9 - 
Macl Company. Battle Creek |of a woman’s page entirely written | Asia peepaveees - 3 52 1.6 38 ‘rue Romance uc 27.8 z 27 11.96 
od gaa ee ~ by advertisers in the Shopping Better Homes & Gardens 3.0 33,482 51.0 32,260 | True Story ......... $8.6 20.851 2.8 22 846 
secretary - treasurer; and J. H. %) “0% aes SNOPPINg | boys’ Life 8.4 5,689 11.1 TEEP 1 POGUE cxccciicresesaces .124.1 78,397 111.7 = 70,55 
Wilson, Sherer-Gillett Company, News, Springfield, Mass. Child Life 7 6.0 2.570 10.5 5i5:1 Weree 6 DOF 5 oc svesesceses SXF 13,177 22.0 
Marshall, editor of the association Entitled “Better Living,” the page Christian Herald - 24.5 10,527 18.0 7,723 Woman's Home Companion 9.3 40,299 ' 4 3 } 1 
paper, “Roundtable Ramblings.” is made up of columns conducted repro: : h ‘ R 939 1.1 7 $y Your Charm .....-. veeeeee 19.0 8,136 = 1.5 62¢ 
. . — a osmopolitar : bow 4700 6.2 24,12 
Life memberships were voted tO} by eight advertisers who select vanaeciars ' ‘fe 96 9 17619 0.2 20 265 Total Group ..... 1,314.3 673.000 1,246.2 ¢ 
C. D. Davenport, Union Steel Prod- | subject and title, with exclusive | paring Detective 10.1 1,226 7.1 2,987 STANDARD MAGAZINES 
ucts C ompany, Albion, retiring | rights to the title throughout the | *Pell Detective .. , 1 4,763 7.1 3.045 | American Mercury ... .» 204 1.054 8.3 
president, and Clark Clemens, S. H. err Only one product of a Elks ; 8.7 3.736 8.0 3.439 | Atlantic Monthly .. can Se 7,805 32.8 
Camp Company, Jackson, retiring a - : oat = I - Kesquire (National) 66.8 $4,863 61.5 41.329} Harpers Magazine ... csoe Se 10,146 39.7 
member of the executive board "\kind is permitted on the page. *Extension 10.9 7511 7.7 5 O74 
, Columns are written so that the’ Film Fun ..... 7 2,452 1.8 2,043 Total Group ... 86.1 19.905 80.8 
oO advertiser’s name is buried in the) Mertun es 125.5 79,337 91.4 57,749) OUTEOOR ‘a . ens 
: Front Page Detective 10.9 1.692 6.9 2.956 |} American Rifleman . 23.4 10,049 28.9 
Petry Adds Two ;text and no display advertising, | *(jrade, ‘Teacher, Thi 11.1 i877 26:3 5,880) Field & Stream.. . 34.4 14,745 13.3 
Lloyd George Venard h r package or label reproduction is! House Beautiful . 4.7 $4,542 7.9 36,571 | Fur-Fish-Game .. 20.0 8,562 18.4 ? 
410) 1€ , ona as e- ‘ a a House & Garden 18.2 0.636 $4.7 8.278 Hunting & Fishing . 13.0 D575 14.4 
ni , — T od. ncourage consum- cw Gi ‘ oS,e4 
joined the sales staff of Edward permitted 7 To er ; “ io a _ | *Improvement Era 25.7 10,904 27 11,603 | National Sportsman 12.7 425 14.0 8 
Petry & Co.. New York. after an e’S to make the page a homemak-) 4) cp pyetoy Hes ind 10517 13.7 9397 | Nature cial ° 1.2 “ 
} , n Bie 
absence of 18 months. John E. Har-|ers’ forum, each column awards a} Mechanix Illustrated 15.7 8,003 8.7 8,673 | Outdoor Life . 28.9 13 34.3 14,727 
rington, formerly an account ex-|cash prize weekly for the best let- | *Moose Masazine A 2,451 1.8 2,114 a Fda 19 . “33 
Ae . 1 . . *Moto AO v 52.5 2 64 . 25.16 a) orsman . , 7.6 ) 74 
ecutive with McCann - Erickson,| ter. The page is edited by Eleanor oe ' ; ire, 7; <a: =a a baa rt Sa Aen an 9 
Tow, ’orle ‘ : ae > 9 . Wattona meorraphi <i. doo Pa ’ 4 , tS 4 ° . oe - ‘ 
New York, has joined the Petry| Howe, editor of What’s New in) Xation’s Business 124 18079 47.4 20,325 
sales promotion staff. Home Economics who supervises | *Nature Magazine * o 364 49 784 Total Group . 180.8 77,450 205.1 87.97} 
layout and material submitted. ae n gre he Boy a 2,401 Ba S ed MAIL ORDER 
: . ‘ ‘hysic: (‘ult ‘ 9.2 3,925 2.9 wi) & ‘ ™ e eas -— 2 
Advertisers are Pacific Mills, Somat eda nang : cs ofunn Sau: WEae Com! ri maoteessa > 5.0 3,369 5 6 
- ‘ . “ ‘ . . ‘y a hppa Mother's ome wife 2.4 LNG 3 
Knox Gelatine Company, Park & | *Popular Publications 18.3 411000 18.9 3.117 | Woodmen of the World..... 1.0 131 2.4 
COLU) ABI A 'S Tilford, National Biscuit Company, | Popular Science. . 69.7 ; 611 a 9 + +4 
» . , tedbook oar o2.e 3,797 2.0 8,2 T ‘ oo - - vas 
Rockwood & Co., Robertshaw Ther- ie vena sa Paget: 74 3370 Potal Group 24.520 025. 8.7 676 11s 
mosta ‘ompany, Hills Brothers gs ie , 1.92 763 OCTOBER WEEKLIES 
} as Scientific American 11 1951 11.1 1,7 * 3 . 
ST/ \TION Company and Borden Company. | *Secrets .. V1.1 1,741 7.8 Ree | cere eee : ye 
Witl rac sold at run-of-paper Sunset 25.1 10,78: 21.6 9,244 | Business Week 15.3 2 
space . « = “)}« J - - " ‘ollier'’s 16.6 
. eer pal *Thrilling Group 21.4 1,788 21.5 4,827 | © Mier’s ....... 166.6 115.2 
rates, “Better Living” will run ten | gown «© Countrs 60.5 40,668 49.1 32,998|Cue ........... 63.6 27,2 
FOR THE weeks and will be the woman’s) Travel 3.8 2.418 1.6 2,912 Apne st acon y+ : i 
. . ah ‘ ‘ ne ‘Orbes ib 
page of a group of larger shopping a ' a tective 3.9 “or “a 7 ge Grit 204 (1 
. ‘ ne wee Gass BY. 24,96 2 214,926 | ** . - ‘ 
SOUTHWEST papers in 1942, James A. Coveney iit Liberts 30.4 17.7 
Company is representative. Total Group. 1781.0 620.890 1,248.9 S99 969 Life . 262.9 178.77 
WOMEN'S MAGAZINES Look se enees 1.8 14,8 
‘Glamour 33.7 14,443 15.5 6,650 | Movie & Radio Guide 17.9 12,1 
‘ » « Gee ” 42 Newsweel 118.9 ) 
. . Good Housekeeping Land 12,960 ms.0 12,450 i. 
King Agency Dissolves i ‘ 793 53298 91.1 61.231 |New Yorker . 5.6 
Ss arpetl MEZA ‘ , Pow - 
7 7 4 : , &¥ 4823 7 56 *New York Times Mag 100.0 ? 9 
| Wallace W. King Advertising acm eae 11.2 i a oe . dl : r 
TP olly onone (hk) sbedae? oH Zb o2 ded - 
Agency, Clifton, N. J., is being ousehold Moh 644988 )««172)”«A TIS | Saturday Evening Post 026 19 
dissolved following the death of ain 1 TT) = 7959 | *Scholastic Pub. .. 2.1 234 
Wallace W. K ; " anvusen Ate Junior Leng ue 11.1 6,992 1 (203 This W a + 
allace : Ing (ADVERTISING AGE, |) [jadies’ Home Journal 86.1 38.574 68.1 46,317 | Th SOR sccrsees a. 34 
| Oct 27). Sutherland-Abbott, Bos- | Mademoiselle ... 95.8 41,113 122.3 52,468 fae . a as 239.0 102,541 
ton, is acting for the King executor | McCall's 73.8 50,200 71.1 ere ‘United States News, The 52.3 99 
in clogi ' »S¢ Modern Romances (M M) 28.0 12,027 22.9 9.811 - 
in closing up the business. Modern Screen (M M) 313 13,402 27.1 11,619 Total Group . : ... 2,148.9 1,181,240 1,962.2 1,082,644 
os Motion VPieture (FF) $4.6 14,525 28.0 11,740 : ; 
Movie Story (FF) $4.4 14,464 29.9 12,557 Under women’s magazines (FEF) indicates Fawcett 
NBC Adds Sains §$Parents’ (National) DOA 21,634 56.0 24.424 a at indicates —— poms ety (Mac) indicates 
| arker . ‘lw : swantoy | Parents’ (N. Y. Special Ed.) 2.9 22,675 63.0 27,013 | Macfadden; (Se.) indicates Screenlane 
KANSAS Peter Barker, formerly a direc ton Anata & Movie Mirror *Figures furnished by publisher 
of the Esso Television Reporter) (4... “1% 12446 29.4 12,616| 5 issues 1941, 4 issues 1940; all other October week li¢ f 
series over Station WNBT, New|) padio Mirror (Mac) 23.1 9,927 24.1 B35 { issues both years 
York, has joined the National) Romantic Story (Fh) 97.5 11,563 23.2 9,752 §Not included in total 
Call Any Edward Petry Office Broadcasting Company’s television Ete ‘ 
production staff. 


October Weekly Gets Bread Account KROW Adds Gayer 


Staff-O-Life Bread Mfg. Com- Dixon Gayer, formerly a musi 


4 pany, Detroit, has named C. E. | critic and columnist, has _ been 
Magazines Show Rickerd, Inc., Detroit, to direct its named publicity director of KROW, 


- - advertising. akland. 

A K 9 0 N @ TW% 9.1% Linage Gain ““" ses 
Chicago, Nov. 13. October 

uP wr 7 


weekly magazines scored a 9.1 per 

EMPLOYMENT _ aa cent linage gain over the same 

month last year, according to in- 
formation supplied by Publishers’ | 

Over January | 1940 Information Bureau and _ figures 4 LLUSTRAVOX 

’ compiled by ADVERTISING AGE. 

November general magazines sound:slide film equipment do it the 

On October 27th the Akron Chamber of Com- made a 3.5 per cent linage increase “one best way"! Training salesmen, 

merce reported that 12! Akron District firms over 1940, women’s magazines for dealers, distributors . . . ielling your 

now employ 38.7°/, more persons than they did November had a 5.3 per cent in- story to the public . . . or instructing 

en January Ist. 1940 crease over the preceding year, and pc cra a a good job and 


standard magazines gained 5.4 per 
cent 


The firms, industrial and commercial including Wine only dettenste tationtad tor 

contractors and truckers, now employ 83,962 November this year from the month FOR QUICK ACTION WRITE BUILDING A-3 
persons compared with 60,537 working 21 months in 1940 were the 12 per cent linage ILLUSTRAVOX DIV. MAGNAVOX CO., INC., FORT WAYNE. IND. 
ago. decline for outdoor magazines and 


the 19.3 per cent decrease for the ce o 
roran Again this Fall WFBR 
RETAIL SALES SET NEW PEAK ain tnis Fa 
Hoberg Sues Evergreen 
Pre-tax buying carried Akron retail trade indexes 


e ° Ld = 
to all-time highs, 50 points over the 1929 record for Tradename Violation carries more national 


oberg Pap I s rree say 
during the past three months, Prof. L. F. Hampel, an py prey Page eer “*- oid 
director of the Akron U bureau of statistics, re- green Paper & Supply Company, 


i h kl lleti f the Ch - ort Chester, N. Y., federal dis- t d ti ' th 
pores "Commerce, ‘The selec spurt shown ig | trict court in’ New Yor asking} SPOUT AQGQVeFUsiIng an 


Hampel's graphs for the third quarter of 1941 judgment for alleged!) unlaw ful 


use of the tradename “Evergreen. 


put the period far ahead of any comparable Hoberg contends that it has used 
months in 12 years. this name on its toilet tissue and any oO er 
paper towels for many years, has 


The third quarter of 1929 stood at slightly more spent large sums in advertising the 


‘ P ° ame and that its goodwill value « & 
than 110 points, with the periods of 1923-25 saggy R. d t t 
' . . is $100,000 It is charged that the 
taken as 100. The third quarter this year stands Evergreen company has recentls ra io a a ion = 8 #8 
at approximately 165 points. gone into business and is using 


“Evergreen” as a tradename. The 


cal plaintiff seeks an injunction to re- 

—— FOR COMPLETE COVERAGE OF THIS RICH, FREE-SPENDING strain use of the name and an 

See AKRON MARKET, PLACE YOUR SALES MESSAGES IN THE of oe ng to determine the amount 
of images. 


i AKRON BEACON JOURNAL Patterson Joins Marsh more than just a radio station 


Schuyler Patterson, for the past 


Represented by: Story, Brooks & Finle nine years director of publicity for - «+ @ Baltimore institution 
p y: y. y srewers Board of Trade, New York, 
New York, Philadelphia, Chicago, Cleveland, Los Angeles, Atlanta has. joined Terrill Belknap Marsh, 


Associates, New York, as account A K E y M U T U A L S T A T | re) N 


executive and promotion man 
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ADVERTISING AGE 


‘You Got Me' Wrong,’ | 
Henderson Tells 
Four A’s, ANA 


(Continued from Page 1) 


rty to any conversations dealing 
th curbing advertising as a means 
o: controlling inflation, he said, and | 
“tae question of what to do about 
advertising is unlikely to confront 
m° aS a major problem unless you 
mike it such.” 

faving insisted that 
is not on his list for any death- | 
dealing treatment, Mr. Henderson | 
departed from his prepared talk to| 
as-ert that he knows of no better 


= 


advertising 


j for advertising than to aid in 
the expansion of consumer goods 
sales when those goods do not in-| 
terfere with defense, and in the 
diversion of buying power from 


scarce to plentiful commodities. 

So far as advertising is con- 
cerned, I repeat that it must sur- 
vive as a thriving economic force,” 


he concluded. “Not only does it 
deserve to continue because of its 


contributions to our way 
it has a job to do now. And I can 
visualize an even greater use for 
its technique when peace comes and 
a vast surplus of men, materials 
and productive capacity calls for 
the vision and leadership to trans- 
late these resources for war to 
production for peace.” 


of life but 


Draws Laughter 


The OPA administrator finished 
his prepared address in a surpris- 
ing burst of applause’ which 


ymounted to an ovation, and then 
proceeded to answer questions for 
more than an hour, discoursing on 


SEE 


TOMORROW 


The Magazine of the Future 


January Issue 


OUT 
DECEMBER [5 


ON ALL 
NEWSSTANDS 


25 cents 


Advertising rates and sample 
copy on request. 


Creative Age Press, Inc. 


11 East 44th Street 
New York, N. Y. 


a wide variety of subjects in a 
frank, informal and humorous man- 
ner, which time after time, sent the 


overflow audience into gales of 
laughter. In fact, the answers in- 
cluded so many good lines that 
Frederic Gamble, Four A’s manag- 
ing director, who read the ques- 
tions, remarked at one point that 


he seemed to be cast in the role of 
an unwilling “straight man.” 
A summary of some of the ques- 


| tions and answers follows: 


Is there any truth in the rumors 
that an advertising advisory panel 
may be set up by OPM or OPA? 
No action towards such a panel has 
as yet been taken, but if such a 
panel is set up, it will be truly rep- 
resentative of the field. 

Is OPM or OPA pushing manda- 


tory standards and grade labeling 
of consumer goods? No. But ex- 
panded activities in conservation, 


simplification and standardization 
are being undertaken under the new 
OPM conservation division headed 
by Lessing Rosenwald. “As long as 
I have anything to do with it, my 
department will not regard it as 


part of its job to bring about re- 


forms or changes in accepted busi- 
ness practices,” Mr. Henderson 
said. He cited the basing point 


system used for steel as an example, 
declaring that his department did 
not attempt to have any change in 
this system, although he has per- 
sonally considered it unsound foi 
many years. 

Has SPAB any intention of cur- 
tailing advertising? As far as I 
know, no. 

Donald Nelson says he’s 
to standardization, but 


opposed 
isn’t Dr. 


Brady of OPA working On some 
merchandise standardization? Yes; 
we may have to have some. From 
the consumer point of view there is 


a place fo 
work. 
Have you 


consumer standards 
been correctly 
in connection with the that 
you told bakers they might avoid 
raising their prices by discontinuing 
advertising’? No, I have not 
correctly quoted. It’s 


quoted 
story 


been 


like this: If 


you hang around Washington long 
enough you discover that any time 
some one decides he doesn't like 
you, he has his press relations de- 
partment hand out a story saying 
you don’t like advertising, because 
he knows that will get you into hot 
water. The same is true of the 
stories that have been published 


saying we ordered automobile man- 
ufacturers to discontinue the use of 
“Super,” “De Luxe” and 
terms in advertising. We 
one down, and the 
come—even if we exaggerate—is 
that somebody on our staff in New 
York thought that if I had had the 
occasion I might have said it. 


similar 
traced that 


closest we can 


Mentions Price Control 


What about the introduction of 
new products whose only _ inter- 
ference with defense is their use of 
packaging materials’? We expect to 
see many advances in the consume) 


“ME, TOO!” says WSAI's Winged Plug, “I’m tops in PRO- 


GRAMS. 


. . with the cream of NBC Blue plus top-flight local 
shows. I'm tops in POPULARITY . 


. with a flock of my 


sponsors on renewal contracts. And I'm tops in PROMO- 


TION .. 


. through the use of street car and bus cards, neon 


signs, news pictures, movie trailers, taxicab covers, down- 
town window displays and a monthly house-organ for 


dealers. Doesn't that make ME 


a TRIPLE-THREAT? You bet 


it does. Try me in YOUR backfield!” 


NBC RED AND BLUE—5,000 


SA 


WATTS NIGHT AND DAY 


CINCINNATI’S OWN STATION 
REPRESENTED BY INTERNATIONAL RADIO SALES 


to be considered, 


goods field, and I am greatly in- 
terested in expanding the supply of 
consumer goods because an ade- 
quate supply eliminates the need 
for price control, but we missed the 
boat on expansion of raw materials 
production in the fall of last year 
and now we must curtail consumer 
goods more drastically to allow for 
stock-piles fo 


plants which are 
just coming into production. 
Is there any likelihood of fixed 


allotments to individual advertisers 
for ink, paper and other advertis- 
ing materials? I don't see any right 
now, but if defense needs require 
it, we'll do it. 

Will the government. take 
to limit the circulations of maga- 
zines? We have no such plans at 
present. In general, we tend to re- 
peat the English and Canadian ex- 
periences, and if such an idea were 
the first thing we 
would do would be to study the ac- 
tion of the British and Canadians in 
this regard. 


steps 


Institutional Copy “Good” 


Do you think advertising does a 
disservice by fostering 
goods whose production 
curtailed? It might, 
the advertising really turns the 
heat on for a product which is 
scarce. I'd like to see more institu- 


desire for 
must be 
in cases where 


that has 
Some of it 


tional 
been 


copy of the type 
running recently. 
has been very good. 


How do you reconcile Secretary 
Morgenthau’s proposal to drain off 
the public’s purchasing power with 
your own views that consumer 
goods purchasing should be _in- 


creased? There is no basic disagree- 
ment here; we are confronted with 
an inflationary gap of between five 
and eight billion dollars for the next 
couple of years. That is, the public 
will get its hands on that much 
more money than it will be able to 
spend for goods. If it were possible 
to have this much of an expansion 
in consumer goods, there would be 
no inflationary problem, but as long 
as it 
added flow of consumer goods with- 


out interfering with defense, this 
money must be drained off some- 
how to avoid inflation. 


Mr. Henderson proceeded to wind 


up his long session on the rostrum | 


with an analysis of the pending price 
control bill, in which he 
that as the bill finally came out of 


the committee, the agricultural pro- | 


visions were 


flation side, 


definitely on the in- 
and that every change 
made in the original draft tended 
to make inflation more possible. He 


declared that business 


is impossible to produce this | 


asserted | 


ing have a definite and positive in- 
terest in having a strong and fair 
pricing bill passed, and made a 
strong bid for advertising’s support 
of the bill as originally drafted. 


WIR 


TROY ' N. 


1000 W 980KC 


Basic N B C Blue 


An H. C. Wilder Station 
Represented by Raymer 


and advertis- | 


This unusual Gruen 


design carries 
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OPM Order Hits 
Use of Cellophane 
in Packaging 


Washington, D. C., Nov. 12.— 


| cigaret packages. 


| 


Packaging practices in many indus-| 


tries underwent an enforced change 
this week following issuance by the 


Office of Production Management 
of an order banning most civilian | 
uses of cellophane and_ similar 


transparent materials. 


Products whose packaging = or 
manufacture must be altered in-| 


clude razor blades, 


cosmetics and| 


soaps, textiles, rubber and rubber | 
products, hardware, metals, sporting | 


goods, paper and paper products, 
laundry, candles and wax products, 
electrical equipment (except the 
manufacture thereof), and all types 
of decorations and novelties, in- 
cluding gift wrappings. 

The order does not apply to the 
packaging or manufacturing of food 
and tobacco products, but further 
studies are being made by OPM 


95% RED. Circulation 


‘ urs are real 
‘ , Grangers 
4fic Coast . s, pro- 
Pecit ners—Prosperow 4 d- 
dirt fare ive to your 4 


e 
respor'30,000 of them 
ry 4 families 0? 


Grange 
One low & 
order — o 
the jo ° 


PACIFIC GRANGE FARM GROUP 


Mills Building, San Francisco 


roup rate 
ne camp 


‘ Representatives 
J.Wm. Hastie, N.Y. + F.E.M.Cole & Son, Chicago 
Duncan A. Scott, Pacific Coast 


| 
| 


| ager 


| ant 


with a view to extending the ban 


to these industries. Substantial sav- 
ings have been made already in the 
elimination of scarce materials from 
The thickness of 
tinfoil used as wrappers has been 
halved. 

The order, adopted upon recom- 
mendation of OPM’s civilian supply 
division, is effective immediately, 
but permits suppliers and their cus- 
tomers to consume existing stocks 
under certain conditions for a 60- 
day period. Suppliers who have 
already prepared stocks for cus-| 
tomers in such a way that they 
could not be used by persons unaf- | 
fected by the order are granted the | 
same period for disposal. 

Cellophane, and similar products 
derived from cellulose, use large | 
quantities of scarce chemicals vital | 
to the defense effort, particularly | 
chlorine, phenol and glycerine. 


KCMO Names Pearson | 


KCMO, Kansas City, Mo., which | 
will join the NBC Blue network 
Dec. 1, has named John E, Pearson, 
Chicago, as national advertising| 
representative, giving him a list of 
i0 stations serving the Missouri 
area, 


Names Roberts V. P. 


Harlow Roberts, formerly man- | 
of the radio department of | 
Blackett - Sample - Hummert, Chi- | 
cago, has been named vice-presi- | 
dent of Goodkind, Joice & Morgan, | 


Chicago. He will be in charge of | 
merchandising activities for the | 
agency. 

Klein Joins D’Arcy 


Henry C. 
radio 


Klein, formerly assist- 
director of Batten, Bar- 


| ton, Durstine & Osborn, New York, 


| FCC Delays Hearings 


has joined the radio department of 
the New York office of D'Arcy Ad- | 
vertising Company. 


Com- 
inquiry 


Hearings in the Federal 
munications Commission 


into newspaper participation in 

| 
broadcasting, scheduled to be re- 
sumed Nov. 13, have been post-| 


9° 


poned until Nov. 27. 


You mean 


Paper too 


Sometimes we're a little 
our own riches. First we say 
Week!y, with 500,000 circulation 
readership, offers a 
itself . then we say that it 
trade paper campaign too! 


You see, our survey 
ship in the “retail sales” 
among retail clerks and their 


Now these people are going to ser 


M6 


U. S. Representatives 


LARGEST CIRCULATION IN CANADA 


it's a Trade 


embarrassed 


disclored high reader 
classification 
families. 


uivertisement in the Star Weekly, and be 
more impressed at seeing it themselves 
than they would be if vou merely told 
them you were advertising in certain 
media 

Of course it's simply an “extra” you get 
Our chief job is to give vou some half a 
milion interested people to talk to: and 
we're doing that, and more, every week 


TAR WEEKLY 


PUBLISHED AT 80 KING ST. W., TORONTO, CANADA 


CHAS. H. EDDY CO., 


Star 
and high 
national campaign in 
offers a 


yout 


HIGH 


READERSHIP 


by 


Inc., New York, Chicago, Boston, Atlanta 


papers reporting for October, 


over October, 1940. 
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FARM PAPERS 


Commercial Display 


Including Poultry and Display Including Poultry and Display 
Livestock Advertising ’ Livestock ; Advertis 
1941 —1940—, 1941 1940 ey nN reer ee 1941 ) 
Pages Lines Pages Lines Lines Lines P Pages Lines Pages Lines Lines I 
Monthlies Oregon Grange - , , 934 40.770 18 ¥ 
American Poultry Jou eMC NH pd p44 igh wed'5 +++ . 
nal Utah Farmer a 16.2 12,220 17.6 13,310 11,020 12 
Eastern Editior 20.4 8.767 11.2 4,816 6,654 649 | Western Farm Life 1.0 16,423 19.9 15,564 10,18¢ 1 
‘ ntra Edit 13 5,708 £0 14 4,856 050 a ee a os : 
Western Edit 11.1 4,761 6.6 2,831 4,264 2,691 Total Group 138.8 109,667 133.9 106,478 94,528 
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Capper'’s Farmer 27.1 18,402 27.6 18,744 1’ ) 18,722 Dakota Farmer 13.4 10 14.9 11.46 0 ) 
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semi- Monthlies—October . 
*Culifornia Grange ; Four issues in 1941 issues in 1940 
Ne 8 (one edition) 16.0 17,178 “Four issues both years 
SAIL edition 188 ; Five issues both years 
Marmer-Stockmat 0.3 15,337 19.1 14,415 15,133 14,283 ‘Figures furnished by publisher 
Iretiana ba Catieds ” "4 1 4 1.438 6.971 11940 format 238 lines to page, 1941 format 357 lines 
Misseur harm ‘ 1.1 ' ‘ ( #,.818 6,164] aiso 288 line pages 
Montas Marines é mo onl » 18, 0¢ 4,234 13,869 sNot included in total 


Fair Trade Council 


for Laws on Books 


Monthlies Show Plans to Fight 
| 


5.3% Linage Gain 


Chicago, Nov. 13. — November 
monthly farm papers scored a 5.3 


per cent increase in advertising lin- | 
| age, compared with the same month | 
| in 1940, according to 


figures sup- | 
plied by the Publishers’ Informa- | 
tion Bureau and compiled by Ap-| 
VERTISING AGE. Three monthly! 
1941, | 
showed a 20.2 per decrease | 
from October, 1940. 

In the semi-monthly group for 
October there was a 3 per cent 
linage gain over last year and the | 
October bi-weeklies scored a 3.1 
per cent increase. October weeklies 
had a 5.5 per cent linage decrease. | 

Daily farm papers for October | 
showed a 21.8 per cent linage gain 


cent 


New Club Elects 


Robert Rosenbloom, advertising | 
manager of Jack Hartblay, New 
York, resident buyers, has been 


elected chairman of the recently or- 
ganized Advertising and Retailing 
Club of New York. Barton Alex- 
ander, advertising manager of Rob- 
inson’s Women’s Apparel stores, 
was named publicity director. 


Grant Adds Davis | 


Tyler Davis, formerly radio head 
of Kenyon & Eckhardt, New York, 
has been appointed 
in the New York office of Grant 
Advertising. 


vice-president | 


New York, Nov. 13.—Moved by 
growing opposition to fair trade 
measures, the American Fair Trade 
Council this week revealed that 
preparations are being made for an 
active campaign in defense of the 
statutes. 

Through the campaign, the Coun- 
cil will endeavor to set forth the 
economic advantages of resale price 
maintenance for the benefit of con- 
sumers and federal and state legis- 


| lators. 
Agitation for repeal of the 
statutes, of an “intensity that} 


threatens their very existence,” lead 
to the Council’s decision, according 
to Crichton Clarke, legal adviser. 
Mr. Clarke said that “powerful 
interests, which had _ profited 


by | 


Dear to Get Award 

| Walter M. Dear, president of the 
American Newspaper’ Publishers 
Association, New York, will receive 
the 1942 Poor Richard Club gold 
medal award at the club’s annual 
banquet Jan. 16. The Philadelphia 
club’s award is being made as a 
tribute to American journalism 
which Mr. Dear represents. 


Gets Fir Door Account 

Wheeler-Osgood Company, Ta- 
coma, Wash., fir door maker, | 
named Ruthrauff & Ryan, Seattle, 
to direct its advertising. 


DON'T 
ARGUE 


with facts! 


‘loss leader’ and ‘bargain bait’ prac- | 


tices, utilizing nationally advertised 
trademarked products for the pur- 
pose, have never ceased their oppo- 
sition to fair trade measures.” 


Scott Heads Group 


John W. Scott, Bissell Carpet 
Sweeper Company, has been elected 
president of the Council, succeeding 
Mr. Clarke. Other officers are: 
John Wyckoff Mettler, Interwoven 
Stocking Company, 
and Frank L. 
Booksellers 
treasurer, 
| Meixell, 


Magel, 
Association, 
both reelected. Harry 
Ames & Norr, has been 
| appointed executive vice-president 
| in charge of all activities. 


American 
secretary- 


vice-president; | 


In the Houston Trade Area RETTIG'S 
Ice Cream has maintained its undis- 
puted leadership in a highly compet- 
itive field, using only a regular sched- 
ule of spots on KXYZ. With the 
exception of point-of-purchase mate- 
rial this has been their exclusive regular 
advertising medium for over 6 years. 
Does it pay? Just ask them. 


| National Representatives: THE BRANHAM (0 


Pitnting Plates for 


417 NORTH 


Telepho 


72) pe 


STATE STREET - 


ne S$UPerior 


6716 


Lelleipress 


and Via / 


CHICAGO, ILLINOIS 
-1-8-9 
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Markit? 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 


30 cents 


Wanted,” 


“Representatives Wanted,” and 
a line, minimum charge $1. Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in 


$4.75 per inch. 


FOR ADVERTISERS 
LETTERS—THAT GENERATE 
ACTION 
I m famous for “Emergency” or 
L. ted List” Letters l plan them 
eet your problem—then word 
i! pack with punch such as... 
tters to and for Sales Force 
tters of Announcement 
tters to Plant or Office Personnel 
Letters Putting Over Ideas 
Letters Seeking a Better Job 
Letters Urging Immediate Decision 


For such master copy, now—$5 EACH 
e page or less. ... Low price! 
made possible only by cash-with- 


order payment No credit. no ap- 
proval, no c.o.d. BUT if vou send full 
dat you'll get full satisfaction—or 
oney back. ... Also do 1 prepare 
BIG EDITION LETTERS"—for di- 
rect mailing or mail order. $10 up 
Forty Years’ Experience 

LETTERMAN ROSS BRENISER 
257 S. 21st St. Philadelphia, Pa 
HELP WANTED 

WANTED 


Yi ££ man as reporter for trade 
papel Please give age, experience 
uns previous connections Submit 


fu information in first letter 
Box 5519, ADVERTISING AGE, Chgo 
SALESMEN WANTED 
Advertising salesmen now selling 
space in magazine, ete., to solicit 
space-distribution contracts on adver- 
tl x book matches for Nationally 
known book match manufacturer, in 
| time. Factory cooperation, qual- 
itv product, wood service, competitive 
price plus genuine value of book 
match advertising as publicity and 
result-getting medium, vour = assur- 
ance of success. Unusually fine side- | 


ine Opportunity for men contacting | 
national accounts or local accounts 
large scale, 15% 


advertising on a 


ommission on space deals: half ad- 
vanced upon receipt of order from 
well-rated accounts. Write for details 


today, and tell us about yourself 
Box 3420, ADVERTISING AGE, Chgo 


POSITIONS WANTED 
Young contact and production man, 
now with large publicity ugency 
available to organize and run public- 


ity department of advertising agency | 


or to handle publicity and public re- 
lations for industrial concern Fout 
: success in handling many 
types of accounts, working through 
hewspaper, and magazine 
media Married 

Box 3517, ADVERTISING AGE, Chgeo 


5 WANT A HARD 


17 years agency experience; 


Jon! 
sell- 
ing, planning, layout 
What have you that 
done? 


Age 
‘Can't” be 


Box 8518, ADVERTISING AGE, Chgo 


Artist with extensive experience in 
layout, illustration, lettering. Ideal 
for medium sized ageney Prefer 


Chicago but will gwo out of town 

Box 3520, ADVERTISING AGE, Chgo 
Missouri Ut. Adv. grad. Experienced 
in layout, photography, and lettering 
Six years with small firm handling 


all ady ertising 


Box $3521, ADVERTISING AGE, Chgeo 
ADVERTISING, SALES PROMOTION, 
MERCHANDISING: effective copy, 
layouts, production, ideas; Fifteen 


|} Vears successful background in news- 


paper, radio, and mercantile fields 
Assume full charge or assist top man 
Box 3522, ADVERTISING AGE, N. Y¥ 


HOUSE ORGANS 


Mr. Sales Manager! 
Let me show you how to help your 
salesmen produce more through a 
personalized house-organ You serve 
as editor I do the work Write for 
free samples Kdward Edelstein, 201 
N. Wells St., Chicago, Illinois Dear- 


{born S557 


Gets Lamp Account 

Gorden Mfg. Company, germici- 
dal lamp maker, has named Hill- 
man-Shane Advertising Agency, 
Los Angeles, to direct its adver- 
tising. 


Colgate Plans Vel Drive 
in Hard Water Areas 


Seven newspaper insertions of 
400 to 1,000-line copy for Vel soap 
flakes will be placed between now 
and Dec 1 in all hard water areas 
of the U. S. by Colgate-Palmolive- 
Peet Company. 

Copy will feature 
identified as a “hand-lotion ingredi- 
ent.” Ward Wheelock Company is 
the agency. 


MAILING SERVICE 


“Coco-cerol,” 


Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


40S. Dearborn St. 
CHICAGO 


} 


Wabash 8655 


Crowell-Collier Issues 
Circulation Brochure 


An 130-page, spiral bound vol- 
ume, addressed to “progressive 
local merchants”, has been issued 


by Crowell-Collier Publishing Com- 
pany, New York, covering circula- 
tion details of American Magazine, 


panion, 

The compilation 
nomic data on readers of each of 
the magazines, readership reports 
showing acceptance of editorial con- 
tent, and a circulation breakdown 
indicating number of readers in 
every town over 1,000 population in 
all states and Canada. 


includes eco- 


Two More to MBS 

Stations WWPG, Lake 
Palm Beach, Fla., and 
Fresno, Cal., will join the Mutual 
Broadcasting System Dec. 1. This 
brings the total number of outlets 
in the United States, Canada, and 
Hawaii affiliated with Mutual to 
192 


Worth- 


MONOTYPE, FOUNDRY 


‘YPEFACES SKILLFULLY BLENDED INTO 


"IM AN ORGANIZATION 


WEALTH 


N EQUIPMENT 


24 HOUR SERVICE 


= =, 
eee eee eae ae ea eee eee ee 


NOTYPE 


\# 
rz) “re 
aie "hy. 
LP) A 
7. 
“2p “fez | 


KFRE, | 


Eugene C. Murphy, 
‘Courier-Express’ 
Executive, Dies 


Buffalo, N. Y., Nov. 10.—Eugene 
C. Murphy, 59, general manager of 
the Buffalo Courier - Express, died 
Nov. 8 after an illness of more than 
a year. Mr. Murphy was one of 
| Buffalo's oldest newspapermen in 
point of service, having started in 
the business 43 years ago with the 
Buffalo Courier. 

| He rose from the job of office 
| boy to the position of general man- 
| ager of the paper. Born in Ireland, 


career as an 


from 


Armstrong, St. 


second 


died last weekend at his home here 
after a brief illness. Beginning his 
engineer, Mr. 
was employed after his graduation 
Cornell by 
Central Railroad. 
sociated with L. J. Finch Advertis- — 
ing Company, founded by his father 


the New 
He later was as- 


FRANK L. ARMSTRONG 
Ottawa, Ont., Nov. 10. 


many years in the pictorial adver- 
tising field in New York and Chi- 
cago, died here recently. 
lieutenant 
Canadian Ordnance Corps. 


In 


KMOX Boosts Johnson 


J. Soulard Johnson, formerly di- 
rector of sales promotion for 
KMOX, St. Louis, has been named 
local sales manager of the station. 


Finch 


York 


\ 
} 


¥ HOW & save 
_ money on your marke 
research jobs....... 


Frank L. 
N. B., for 


He was a 
the Royal 


Turn the details over to us. We're 


specialists in meeting the most 


exacting demands of agencies, pub 


lishers and market analysts for all 
Mr. Murphy had been a_ business | a wie t) ! rs ‘. : tal i 
> ” 1 ‘ SO; y g. 
|associate and close friend of the} hic,” N ; : eins ek acai 
ys . > Outdoor Grap ic, ew Our long experience and complete 
late William J. Conners, former 


publisher of the Courier. 
He became business manager of 
the merged paper in 1926. He took 


Augustus H. 


Paper, Elects Officers 


Stilwill, 
Eastern manager for W. D. Boyce 


facilities assure you of prompt 


service, 


: weuracy and economy. 
formerly 


charge of construction of the pres-| Company, New York, has been plngiecae ne 
‘ent Courier-Express bldg. and built | ¢lected president and advertising FRI " boty 
what is regarded as one of the director of Outdoor Graphic, New detiorranetgh 

: York. Edward N. Decker, formerly Economy in 
model newspaper plants of the : 


country. 
He also was treasurer of the Ni- 


agara Photo Engraving Company. 


New York, has 


The company 


ELLIS J. FINCH - | ous tee 


New York, Nov. 11.—Ellis J.| fishing 
| Finch, 54, account executive with! qoor activities. 
| Metropolitan Advertising Company,| EF, 42nd street. 


managing editor of Forest & Stream, 
president and publisher-editor. 


| corporated to publish an illustrated, 
newspaper 
|} to news and information relating to 
hunting, boating 
Offices are at 220 


Market Research,” 


named vice- 


recently in- 
nea RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York. N. Y. 


devoted 


and out- 


| 
| 
| 
| 
| 
| 
| 
| 


How Grimm 
got his nose olf 
the grindstone 


Collier’s and Woman's Home Com-| 
] 


| 


(GRIMM followed the old adage to the letter. 
He worked days. He worked nights. He 
worked weekends. But he never got to first 


base. 
Trouble was, Grimm was always swamped 
| with petty details . . . because he never learned 


to organize his office routine. His desk looked 


like a junk heap. 


Then Grimm’s printer gave him a tip. He 
showed Grimm how properly planned printed 
forms could free him from details, keep jobs 
moving automatically. How a color signal sys- 
tem speeds work, cuts errors. How up-to-date 
stationery builds good will and sales. 


He showed Grimm how good paper would 
lighten his work, give him faster, neater, better 


typing, save money through less overtime and 
less waste of paper. 


“That,” said the printer, “‘is what you can get 
with Hammermill Bond for only 3c a day extra 
per stenographer.*”’ 


Grimm is standardized on Hammermill Bond 
now. His office runs like clockwork. Grimm’s 
off the grindstone and going places—all because 
he learned to use good printing and good paper. 


NOSE TO THE GRINDSTONE? See for yourself how 
Hammermill Bond can help you. Send for Working Kit. 
Demonstrates how good paper and printing help offices run 
smoothly. Shows how to design letterheads, forms, en- 
velopes to match. A warehouse of useful new ideas. FREE. 


*25 letterheads or forms on economical Hammermill Bond cost only 1c more than on cheap, unknown paper. 


- ee ee ee ee ee 8 1 
| Hammermill Paper Co., ! 
1 send Dept. P, Erie, Pa. I 
! or it Send the Working Kit of 
I Hammermill Bond with sam- 

i ples and information on how ! 
{ to design office stationery. 1 
i 1 
{ Name I 
i | 
Position I 
§ (Attach coupon to company letterhead) AA-11-17. O 
1 = i - 
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OPA, OPM Units 


Agree on Each 
Other's Duties 


Consumer Division, In- 
dustrial Conservation 
Bureau Set Terms 


Washington, D. C., Nov. 13.—A 
jurisdictional agreement on stand- 
ardization and simplification activi- 
ties of the consumer division of the 
Office of Price Administration and 
the Bureau of Industrial Conserva- 


tion of the Office of Production 
Management has been reached by 
officials of the two agencies. 


The understanding was outlined 
in a letter from Lessing J. Rosen- 
wald, chief of the OPM bureau, and 


— 
COLLINS 
MILLER & 
HUTCHINGS 


INC. 7 


J 


Photo-engravers in Chicago 
207 North Michigan Avenue 


FRANKLIN 
9854 


| Robert A. Brady, chief of the stand- 
ards section of the OPA consumer 
division. 


| Terms of the agreement provide 


cedure, with 
defined as ‘ 


“simplified 


have been approved for regular 
| stock purposes, after superfluous 
variety has been eliminated and 
which can be carried out without 
|involving technical  standardiza- 


tion.” 
Conferences in Order 
| Delegated to the OPA unit was 


| responsibility for handling “all 
|standardization with the under- | 
standing that all work necessary 


in determining such standards from 
the point of view of simplified prac- 
| tice will be handled by the Bureau 
of Industrial Conservation.” 
The agreement provided 
that a 


further 
representative of each unit 
in order to partake in all delibera- 
tions of mutual interest, and for 


to be settled directly by confer- 

ences between Dr. Brady and Mr. 

Rosenwald. 
In addition 


to the letter, Dr. 


| Brady issued a statement in which | 


ihe said “It is not the purpose of the 
standards section of the Consumer 
Division to promote standards 


as 


|such, but only those standards that | 


|are of definite and immediate value 


|} to ultimate consumers and are 
|demonstrably feasible in specific 
| situations.” 

His unit, he explained, is con- 


cerned only with this specific ques- 


ition: “In a_ particular’ situation, 


with respect to a given commodity 
or service, will any standards or 
grading system make possible bet- 
| ter use of materials, plant capacity, 
and manpower, and at the same 
time aid the consumer in getting 


| the best possible value for his dol- 
9 


lar’ 


Ss 


| Voge: Joins S &M 


Arthur Vogel, formerly with 
Gardner Advertising Company, St. 
| Louis, has joined Sherman & Mar- 
quette, Chicago, as assistant art 
director. 


DURING THE 
MONTHS OF 


In Metropolitan Miami 
during the first eight 
average of one house 


A NEW HOME WAS BUILT 
EVERY 104 MINUTES 
IN METROPOLITAN MIAMI 


Reach America’s fastest growing metro- 
politan area by placing your advertising 
campaign in The Miami Herald. 


GREATER MIAMI 


‘‘A NATIONAL MARKET”’ 


Che Miami Herald 


STORY, BROOKS AND FINLEY 


* National Representatives 


FIRST EIGHT 
THE YEAR! 


3,346 homes were built 
months of 1941 for an 
every 104 minutes. 


that the OPM unit will be respon- | 
sible for all simplified practice pro- | 
practice” | 
‘a list of sizes, varieties, | 
types or grades of products which | 


| will be given space with the other | 


any future jurisdictional questions | 


THIS WEEK 


November 17, 


Index of Retail Activity in 
85 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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| 
| _ 
% Gain % Gain 
| 15-Week 15-Week 15-Week or Loss” or Loss 
| Period Period Period 1941 1941 Week Week ¢ in 
Ended IEended Ended over over Ended Ended 
Nov. 11, 1939 Nov. 9,1940 Nov. 8, 1941 1939 1940 Nov. 9, 1940 Nov. 8, 1941 8 
ES eee cones S.564,524 8.3 7 9,112,413 +64 £4+9.0 213,682 263.413 
\Atpaue, MM: Woisccicvas 7,872,996 6,765 7,284,735 —7.5 + 7.7 165,998 190,548 $8 
|'Atlanta, Ga. . 15,327,272 13,56: 13,756,603 —10.3 +1.4 333,298 349,468 4.9 
Saltimore, Md. .....c.ccc 19,119,696 19,642 20,915,275 + 9.4 6.5 530,485 557,538 54 
Birmingham. Ala . 11,546,942 12,088 : 12,696,964 + 10.0 5.0 285,600 298,760 16 
Boston, Mass. ........ 16,793,987 15,811 13,521,274 —19.5 14.5 135,684 516,411 56 
Bridgeport, Conn 8,561,118 9,016,088 9,529,904 11.3 2.7 275,268 274,988 0.1 
emeeeee, Ic Bs a cits savy 13,668,700 13,258,114 14,496,645 + 6.1 + 9.3 369,622 399,255 8 m 
Camden, N. J.... 3,817,106 4,707,448 4,563,405 + 19.6 —3.1 109,611 121,923 l 
Cedar Rapids, tfa.. 4,314,812 4,098,332 4,299,036 —O.4 + 4.9 87,500 126,43 14 
Charleston, W. Va..... 8,867,649 8,929,047 9,293,890 +4.8 4.1 258,286 190,281 6 
CmeOommO. BE. sccacsccvs 25,350,128 24,864,155 25,401,456 | 4 2.2 690,767 686,025 0.7 
Cincinnati, © 13,578,750 14,199,134 15,011,991 + 10.6 o.7 393,715 421,227 7.0 
Cleveland, O 15,486,381 16,164,217 16,690,889 7.8 3.3 $34,437 449,899 ' 
Columbus, © 11,444,288 11,488,523 11,541,144 U.S 0 296,876 294,563 
Dallas, Tex 18,130,530 17,252,026 17,804,191 ~ —1.8  +3.2 478,819 480,039 i 
Davenport, la 8,069,254 8,398,353 8,381,786 + 3.9 —0.2 204,680 204,162 3 
Dayton, O 12,000,846 12,236,862 13,467,071 + 12.1 + 10.1 94,408 410,704 1 
Denver, Colo 7,824,641 7,440,819 7,719,425 1.4 + 3.7 178,173 92,390 0 
Des Moines, Ia »616,266 »S1L1,914 5,463,272 —2.7 6.0 157,073 152,957 t 
Detroit, Mich 17,487,777 | 18,373,466 19,466,204 +11.8. +59  b2yial : 
Da | Paso, Tex 2s ie 9,335,011 9 O75.503 § TUO,768 4.9 4 7.9 184,919 7h 
erie, Pa - 8,265,808 8,119,594 8,309,524 + 1.6 + 1.6 191,590 4.2 
Kvansville, Ind 10,484,320 LO,589,459 11,604,208 + 10.7 9.6 228,816 1.2 
Fall River Mass 2,978,052 B,051,134 5,508,096 11.1 8.4 +206 11 
Flint, Mich py 7,483,868 7,787,584 7,902,650 $5.6 +15 229,194 Is0,vsz , 
| Fort Wayne, Ind... § 376,069 9,566,600 Y,5O78,384 + 2.2 0.1 250,166 317,33 x 
| Gary, Ind , ves ,229,480 5,625,396 5,823,715 + 11.4 + 3.5 168,026 72,630 2.7 
}Grand Rapids, Mich 7,788,238 7,988,223 8,329,860 + 7.0 + 4.3 235,900 184,632 —21.7 
| Gres nville, S&S. Cc ,401,12 6,508 417 6,652,236 15.3 + 2.2 197,526 149,604 1.3 
Hlempstead, lL. 1 > 390,316 - ~ 9 182,787 ~ § SZ5.050 = 7.5 ~~ 61.5 60,840 YS. 708 1 
| Houston, Tex Teer? 15,141,908 16,680,774 17,157,366 13.3 2.9 $2,124 $99,448 6 
|tnatanapoi W. Va 6,919,301 7,290,373 7,504,726 8.5 2.9 211,841 152,816 4 
Indianapolis, Ind. ..... 14,703,988 15,676,103 16,550,435 12.6 5.6 386,610 409,416 
| Jacksonville, Fla 8,007,856 8,440,432 8,895,922 11.1 4 194,600 215,698 
| Jersey City, N. J.. 1,854,067 1,883,995 1,912,630 “+3.2 +15 43,388 bo,4y2 64 
|} Kansas City, Kan 837,117 2,634,856 2,330,482 —O0.3 11.6 70,322 16,508 , 
Knoxville, Tenn 8 399,115 9,236,276 9,511,216 +1.2 + 3.0 207,606 229,782 0.7 
| Little Rock, Ark... 8,032,851 8,604,288 8,814,662 9.7 2.4 242,536 236,572 2 
Los Angeles, Cal 21,467,952 20,636,127 21,083,172 1.8 2.2 447,247 515,348 + 15.2 
Louisville, Ky 12,748,341 12,839,077 13,556,006 = +6.3 +5.6 333,098 BETINTE: 
Lynn, Mass 7,231,070 7,804,031 8,036,804 11.1 3.0 210,910 195,314 74 
Manchester, N. H 3,864,995 3,197,464 3,156,777 —I18.3 1.3 78,358 81,496 H 
‘Memphis, Tenn 10,542,496 11,299,876 11,508,904 + 9.2 +1.9 261,478 87,966 ( 
Miami, Fla. . 11,178,030 11,914,527 11,447,279 + 2.4 3.9 250,110 243.656 
Milwaukee, Wis .+ 12,426,498 13,521,181 14,731,984 i869 $00,167 mr iIvery 
Minneapolis, Minn coe 22,087,183 10,739,484 10,946,117 9.5 + 1.9 255,699 277,879 7 
Moline-Rock Island 7,284,078 7,051,046 7,728,402 + 6.1 rm | 193,270 178.990 7.4 
New Sedford, Mass 2,740,948 3,114,528 3,335,780 + 21.7 7.1 106,400 88.004 7 
New Haven, Conn 8,009,218 8,372,462 8,603,928 7.4 28 220.944 ne 79 
New Orleans, La 16,931,504 17,311,443 17,170,447 +1.4 —ON $17,910 ~ 445,471 
New York, N. Y 51,429,994 51,770,536 50,512,888 1.8 2.4 1,546,549 1 502.805 
| Brooklyn, N. Y 56,420,446 3,065,592 3,201,829 —6.4 + 4.4 93,465 93.704 
1 INOTTOIK, VR. si scvcos 8,266,356 9,045,032 9,448,714 +14.3 4.5 250,866 257. 208 2 
|} Oakland, Cal TO067,581 7,721,065 8,117,762 14.9 5.1 195,020 214-781 
Oklahoma City, Okla... 7,773,164 6,886,278 7,385,168 0 +72 °°. °»&«+44J00.076 161.596 
(maha, Neb 9,159,422 5,168,405 9,214,268 + 1.1 0.9 101,322 154,161 
| Peoria, Se ee 0,532,794 10,375,577 10,824,520 13.6 + 4.3 234,570 223 804 { 
| Philadelphia, Va 23,669,845 25,146,095 26,607,334 12.4 5.8 704,750 738.376 4.8 
Phoenix, Ariz 6,359,024 7,09 92 7,029,536 18.4 6.1 296.982 172,928 3.8 
| Pittsburgh, Pa 17,669,344 18,306,932 18,782,806 6.3 +26 441,176 Tree Z 
| Portland, Ore ioe 10,753,227 10,070,606 10,783,077 0.3 7.1 269,598 46,876 
Providence, R. L.... 10,348,424 10,226,862 10,282,804 0.6 + O.5 300,018 282541 
Reading, Pa 8,772,577 9,213,906 9,470,760 8.0 2.8 224,308 »30,218 
Richmond, Va 11,012,476 11,144,714 11,006,324 0.1 1.3 276,108 OSL 834 
Rochester, N.Y 13,189,704 13,387,558 13,926,462 +-5.6 0 380,910 S6U.n61 
Rockford, Ill. ....... 6,922,818 7,487,774 8,141,060 17.6 8.7 184.170 197.568 
Sacramento, Cal. . 7,225,820 7,141,095 7,499,572 + 3.8 +50 173,250 178.780 
San Antonio, Tex 6,295,543 6,680,717 7,682,246 22.0 15.0 194,546 09.600 
i Diexo, Cal 11,457,63 10,237,094 11,017,700 3.8 7.6 221,844 241,858 
pSan Francisco, Ca LS S04 838 13,054,782 l S28 O65 _3 > ° 2.1 ~ 288,817 i 614 
| Seattle Wash 10,106,668 10,312,174 11,159,320 10.4 8.2 257.194 294 P66 
| South Bend, Ind 1,623,502 4,729,543 463,104 18.2 1.6 138,632 168.37 2 
| Spokan Wash — TOT M54 77,422 456,526 2 2.6 12 ‘4 L2¢ 10 
; St Louis Mo 15,654.470 1 S73.480 1 He ON 0.1 1.3 387 0 7 »”» 
St. Paul, Minn 1,479,039 1,195,294 NO41L378 1 
Svracuse N \ 1,226,114 6, S22. 980 8,117,256 12.0 
Tacoma Wash 22,936 »691,442 67,479 s.0 
| Tampa la 822.334 H.608 62 6.805.690 16.4 
Toronto, Ont Ca 13,945,671 13,0 36 14,171,456 1.6 
rroy, N.Y 867,692 757,936 1112698 +63 
Tulsa, Okla 7S3S 910 S,195,11¢ 8.432.593 7.6 
Washington, bD. ¢ 28,426,206 29 990.273 0.965.740 8 9 
Winston-Salem, N, ¢ H,ON4 O86 6,017,784 6,048,848 0.6 
Youngstown, © 6,641,359 7,222,001 7,930,735 + 19.4 
| Total SSS 505 26 S97. 802 000 9°9 319.565 16 
lL Atlanta Georgian and Sunday American ceased Issue Jan 
| publication Dex 17, 1939. vertising 
2 Newsday launched Sept 1940 Syracuse Jot 
4 San Diego Sun suspended publicat Nov, 25. 1939 tion March 
# Commercial Appeal published 328 page Centennial vertising 


Moves to New Offices 
Fred L. Shankweiler Advertising 
Agency, Allentown, Pa.. has moved | 


to 1017 Hamilton street. 
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Roundup of Advertising Promotions in the Test Stage 


Launch Extensive 


OPENER» 


HERE IS THE WHISKEY 
56] 
BRIDGEPORT 
inen, themselves, . 


SPECIAL 


4 nOEe weEEEY #88 PROOF 


McKesson & Robbins launched a large- 
space newspaper test with this copy 
directed to the men of Bridgeport, 
Conn., and Albany, N. Y. Ivey & 
Ellington is the agency. 


STARTS NEWSPAPER TEST 
FOR CLINTON WHISKY 

New York, Nov. 12.—Using two 
newspapers in Bridgeport, Conn., 
and one in Albany, N. Y., McKesson 
& Robbins this week started a large- 
space test campaign for Clinton 
Special blended whisky. Insertions 
will appear once and twice weekly, 
with copy emphasizing that the 
whisky has been “tailor-made” to 
the preferences of buyers. 

Headline of the opening ad in 
Bridgeport proclaimed that “Here is 
the whisky 561 Bridgeport men, 
themselves, helped to create.” O 
561 Bridgeport men questioned, ‘99 
out of 100 put smooth taste first’; 
seven in ten wanted ‘“a_ light 
whisky”; six in nine “a _ blended 
whisky,” and “98 out of 100 wanted 
a reasonable price.” 

Ivey & Ellington, 
lirects the account. 


PUSH STEIN BEER 


Philadelphia, 


Buffalo, N. Y., Nov. 13.— The 
George F. Stein Brewery has 
launched a radio test advertising 

’ ee 


photography 


Industrial and _ still-life 
studio photography—our 


specialty. A complete 
photographic production 
department quantity 
prints, toned prints, ad 


Prints, giant 
prints, photo 
montages RCS 


rcs res 


plete photography service. 


RAPID COPY SERVICE CO. 


means a 


-HICAGO 
CLEVELAND 
NEW YORE 


campaign in Buffalo, built around | 


the idea of popularizing the Corn 
|Cobbers, a group of musicians 
dressed in rural attire, sporting 
|}corn cob pipes and drinking Stein’s 
beer. 

The Corn Cobbers are on the air 
| twice a week for a_ 15-minute 


they make their deliveries. 
Ellis Advertising Company han- 
dles the account. 


CHICAGO GETS SWAN 
ONE-CENT SALE 


wives to “drop everything and run 
to the one-cent sale on Swan soap!” 
Lever Bros. Company this week ex- 


Lake county, Indiana. 
Similar large-space newspaper 

first use of the one-cent sale offer 

for Ivory’s rival, and was carried in 


Fairy soap, an older Lever product, 
is being promoted by the same 
means in smaller newspaper copy. 


RENEW BREV TEST 
New York, 


| Nov. 13. — Fol- =o 
\lowing up an ee 
\initial test in ye 
\the East last ee 
winter, Stanco, RIGHT NO 


~xwow WHY? I 
FOUND A WONDERFUL 
NEW INVENTION FoR 
HEAD COLDS — 


BREV!" 


Inc., has re- 
In ewed, in 
single - column 
space, copy 
lpro moting 
Brev, a pocket 
| atomizer. 
Last Feb- 
jruary Stanco 
jused fairly 
|large space in 
Eastern news- 
papers to tell 
CONSUM ECF S _ aatiy, for BREV coe 
labout its new Sigspneue 
‘invention for 
head colds. The 
current 100- 


D1Ttr2eh2@ 


mand apy 
1, Unscrew the selfe 
_* 4 Ailing etom ser from the 
- feet pree!, spill. proof 
bore 


; 2. Sprey BRtY » 
line copy, ap- wee ten th shave 
py, ay 7 
‘ r soothes thé irritered 
pearing in the membeones 
. 3. Your nove is cleared, 
|Charlotte Ob- cog at ncn 
} ° a. | Ne werder BREV omer- 
| server, claims - é oe heed cold euMerers 
| pleasing _ relief 
|from colds when the self-filling 
atomizer is used for spraying the 
| at used f ying tl 
nasal passages. Its economy also 


is cited, “for Brev contains at least 
a thousand applications.” McCann- 
Erickson is the agency. 


TEST “SIXPAC” IN 
MONTH-LONG DRIVE 

St. Paul, Minn., Nov. 13. In- 
spired by the success of the soft 
drink companies’ six-bottles-to-a- 


package innovation, Jacob Schmidt | 


srewing Company has launched a 
test drive for its new Sixpac, a 
package of six cans of City Club 
beer, in the Twin Cities and the 
surrounding 50-mile radius. 

A 1,250-line ad in the St. Paul 
Dispatch, in black and red, opened 
the campaign. Headlined “A friend 
of ours is under arms!” the opener 
featured an illustration of a young 
woman dressed in military fashion 
with a “V" on her jaunty hat, and 
carrying a Sixpac under one arm 
A second advertisement, of 732 
lines, employed the same illustra- 
tion, with the headline “Easy to 
take!’ Copy stresses the handiness 
of the new package, its light weight, 
'trimness and compactness. The test 


advertising last August marked the | 


period. Carrying out the theme, the | 
brewery’s truck drivers wear rural | 
coats and smoke corn cob pipes as | 


Chicago, Nov. 13.—Inviting house- | 


tended its bargain offer to Chicago | 
and vicinity, along with adjoining | 


| 
} 


selected Northeastern markets. | 


THE SIXPAC 


Campaign for 
Four Golan Wines 


New York, Nov. 12.—Covering 
its four brands, Golan Wines, Inc., 
has launched its first advertising 
compaign in newspapers and maga- | 
| zines, One of the most extensive in 

| the history of the industry. 

Full color 


magazine pages are 

' 
being used and will appear for sev-| 
eral months, with the possibility | 


that the schedule may be continued | 
| and expanded. Copy for Golan and 
Lango wines plays up Henri Lan- 
son, the French champagne expert, 
| who personally supervises produc- 


tion and heads the Golan Quality 
Control Board. Society leaders, 
}such as Mrs. Robert Lawrence 


Rockefeller, are used in testimonial 
copy for the I. V. C. brand, while 
promotion for Legend urges con- 
sumers to “be your own ‘expert’ 
i | in choosing wines and forget ‘fussy’ 
foreign customs.” 

Newspapers in cities throughout 
the country are on the schedule, 
with copy appearing as distribution 


On Tar im sorties 


—— 
1M CARTONS OF 24-17 ame & CANS 


Six easy-to-pack bottles of City Club 
beer, product of Jacob Schmidt Brew- 
ing Co., are featured in this 732-line 


| 


newspaper test copy carried in the Twin | is achieved. For Legend wine, | 
City area. McGuire Advertising Co. | cmall space teaser copy featuring | 
is the agency. an illustration of the “old wine 


product, 
|pany is promoting its hair rinse in 
}a test campaign in the Washington 


master” and such headlines as “This | 
Legend is no tall story—it’s true!” 
and “It’s no longer a legend— it’s 
here!’ appears first and is followed 
by a full page insertion revolving | 


will run through November with 
the remaining once-a-week ads in 
the Dispatch of 546 lines. The cam- 
paign also includes the Minneapolis 


Shopping News, a list of 25 weeklies) ground the same theme as the | 
throughout the _ primary trading | magazine promotion for Legend. | 
area of the Twin Cities, 24-sheet 


Copy emphasizes that “as long as 


posters, car cards in St. Paul-Min-| you enjoy it, it’s always ‘correct.’ | 


neapolis street cars, and spot an-| Qn the magazine schedule are 

nouncements Monday through Fri- | Cye, Esquire, Fortune, Life, The 

day on Schmidt’s WTCN sports re- |New Yorker, Newsweek and Time. | 

view. | Brown & Thomas Advertising Cor- | 
E. J. McGuire Advertising| poration is the 


agency. 


Agency, which handles the account, | 


believes that if early results are eune 4 . 
matched during the remainder of Phillipe Joins Institute - | 
the one-month test, the campaign seOr lips, advertising | 


¢ ‘ a ‘ > Ia: . ‘ 
into seven states, | M@nager of Cluett, Peabody & Co..| 


will be extended | New York, has been appointed as a 
member of the board of directors of 
MARCHAND TRIES FREE ithe Point of Purchase Advertising | 
OFFER IN CAPITAL | Institute. He succeeds B. Harold | 
New York, Nov. 12.—Highlight- | Miller, who has resigned as a mem- | 
> -» fem 1+ of a companion! ber of the board and as advertising 
a a ag ene + Heater fan. manager of the John B. Stetson 
mae) Company, Philadelphia. Stetson 
promotion is being directed by the | 
sales department headed by Arthur | 
Star. N. Hosking, Jr., manager. 
Appearing weekly, copy offers EE 


one package of Marchand’s Castile | To W. L. Stensgaard 

Tom Lee, display designer, has 
become affiliated with W. L. Stens- 
gaard & Associates, Chicago, as 
fashion display designer. Mr. Lee’s 
displays will be offered to one store 
lin each city, and he will meanwhile 
|}continue as designer of Bonwit 
| Teller displays. 


Appoints Distributors 


Kimberly - Clark Corporation, 


Neenah, Wis., has appointed two 
new distributors in the Chicago 


market, Berkshire Papers, Inc., and 
Chicago Paper Company. Both dis- 
tributors will handle the company’s 
Levelcoat printing papers and the 
Hyfect E.F. grade. 


It's Central Bank 


An item in the Nov. 3 issue of 
ADVERTISING AGE, referring to the 
unusual 50th anniversary celebra- 
tion of Central Bank, Oakland, Cal., 
inadvertently referred to the bank 
as Home Savings Bank, which was 
the name of Central Bank when the 
institution was founded. 


G. T. Henderson to OPM 

George T. Henderson, director of 
the package laboratory of Hinde & 
Dauch Paper Company, Sandusky, 
O., has been named assistant to the 
head of the container branch of the 
Office of Production Management, 
Washington, D. C. 


Kristee Changes Agencies 

Kristee Products Company, Ak- 
ron, maker of household and auto- 
motive specialties, has named E. H. 
Brown Advertising Agency, Chi- 
cago, to direct its account. General 
magazines, metropolitan news- 
papers and radio will be used. 
Harry Schneiderman is account ex- 
ecutive. 
Resigns From J-W-T 

William L. Day has resigned as 
vice-president in charge of copy 
and art of J. Walter Thompson 
Company, New York. 


ADVERTISING 
MANAGERS 


* MAKE MORE MONEY 
* IMPROVE YOUR POSITION 


nrRouGH the use of nationally recog 
Toized, scientitic methods used and 
recommended by top executives for 
years, but revised, brought up-to-date, 
and issued in new, handy, easy-to-use 
loose-leaf form. 

Do you want to get out of the copy 
and layout man class to the higher posi- 
tion of merchandising executive? Then 

Send $1.00 now for sample bulletin of 
new Advertising Management Hand- 
book service and complete details. Take 
your choice of these three proven plan 
bulletins 

How To Sell Yourself 

How To Train Advertising Executives 

How To Bustld an Advertising Service 

Organization 
Here's a real stepping-stone to higher 
positions and a bigger income. 


National Council of 


ELLIS PLAN ASSOCIATES 


3508 Manola Ave. © Normandy (St. Louis), Mo. 


with every 25-cent 
The product is de- 
“sensational new hair 
will enable users to 
richer color tones 
highlights you've 


free 


shampoo 
rinse package 
scribed 
rinse” 
“get those deeper, 


as a 


which 


and brilliant 
always wanted.” 
The campaign will be continued 
in Washington for four weeks, with 
possible extension to other cities 
M. H. Hackett directs the account. 


General Shoe Corp. 
Names McGaw Ad Mar. 


Steve H. McGaw, for the past 
three years a member of the adver- 
tising department of General Shoe 
Corporation, Nashville, has been 
named advertising manager of the 
company. He will be in charge of 
advertising and promotion for the 
company’s Jarman and _ Fortune 
shoes for men and Skyrider shoes | 
for boys. 

Mr. McGaw succeeds Tom Fuqua 
who was recently named sales man- ® 
ager of the company’s Richland- 
Davidson Shoe Company division 


.. . Write or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


- « You'll find it a 
satisfying number 
because it opens 
the quick and sure 
way to the com- 
plete and econom- 
ical handling of 
your production 


requirements. 


Joins WATN 


Ad-Setters - Engravers - Printers 


Hibbard Ayer, formerly commer- 
cial manager of station WWNY, 
Watertown, N. Y., has joined the 
sales staff of station WATN, Water- 
town. j 


504 Sherman St., Chicago * Wab. 7820 
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Phone Workers 
Delay Strike 
Hitting Networks 


New York, Nov. 13.—A_ strike 
which would have seriously dis- 
rupted network broadcasting was 


called off today when the Federa- 
tion of Long Lines Telephone 
Workers agreed to postpone action 


if Your Food 
Products Contain 


VITAMINS 


You'll be glad to know that 
Buffalo people are following 
with great interest the time- 
ly new feature ” 
“All Our on Vitamins 
By Forrest Williams 
appearing exclusively in The 
Buffalo 


Courier-Express 
Investigate this pre - condi- 
tioned ‘‘vitamin conscious”’ 
market today! 
Write for sample copies of 
these educational articles. 


dispute with the American 
Telephone & Telegraph Company 
until Nov. 21. Further steps will 
be decided on at a meeting of the 
union’s national council on that 


in its 


date. 
Originally set for midnight to- 
morrow, the strike might have 


halted all network broadcasting. 
The possibility of using short wave 
facilities or telegraph wires, which | 
originally carried chain broadcast- 
ing, was being discussed. The Red 
network of the National Broadcast- 
ing Company, which began using 
telephone wires in 1926, was the 
first chain to adopt this method. 
Plans for the strike were made 


| after the efforts of the United States 


| 


| differentials 


Service to settle the 
controversy broke down for the 
third time yesterday. The union is | 
seeking a wage increase and elimi- 
nation or reduction of geographic 
in rates of pay. The 


Conciliation 


| three networks were advised that a 


force sufficient to maintain radio | Factors in the city’s prosperity and | 
pur-| growth 


service for national defense 


| published a 


| smoke 


ADVERTISING AGE 


strike call. In reply, Niles Tram- 
mell, NBC president; William S. 
Paley, president of the Columbia 
Broadcasting System; and Fred 
Weber, general manager of the Mu- 
tual Broadcasting System, urged 
that operations be continued on a 
nation-wide basis in the interests 
of national defense. 


“Globe-Democrat” Prints 
“New St. Louis” Issue 


The St. Louis Globe-Democrat 
special Sunday issue 
Nov. 9 featuring the present pros- 


perity and future growth of St. 
Louis. 
The 40-page “New St. Louis” 


issue heralded the abolition of the 
blight, the new merit sys- 
tem for civil service appointments, 
and the half-billion dollar indus- 


of new families to the community 
as indications that the city is enter- 
ing its next great era of growth. 
editorially 


were reviewed 


| poses would be exempted from the | and illustrated with photographs. 


Despite Defense 
Hardships ANA 
Vows to Carry On 


(Continued from Page 1) 


permanency of our names and prod- | 


ucts, and the institutional character 
of our business,” Mr. Potter de- 
clared. ‘The much-abused phrase | 


‘good will’ will take on a more sig- | 
tell | 


nificant meaning. We shall 
how to use our products so that 
they will serve better and last 
longer. We shall use advertising to 
convince people that prices and 
quality must go up or down, and 


| that substitute materials are neces- 
trial surge which brought thousands | 


sary. Confidence can be won that 
way. We shall be preparing a new 
generation of buyers to ask for our 
products when we are in a position 
| to sell them.” 

Mr. Potter stressed the need for 


“Two Years with 


the Right Woman 


(or “You Can’t Tell About Radio”) 


by ED EAST 


Yes, Ed, once you get the right for- 


mula rolling on the right station, you 


can’t help but click. And your sponsors 


have found that once an advertiser 


gets on the program with the right 


formula on the right station, his sales 
message can’t help but click 


cash register can’t help but ring. 


Nice going, Ed. Glad you found Polly. 


not so good, 


bd ‘gy s 
got more business. That’s very good. 


and his 


: 


Chapter I. Doldrums—Radio is funny. You never know 
what’s going to happen or why. ‘Two years ago I started a 
morning show on WJZ—Breakfast in Bedlam—fairly early, 


seven to seven-fifty -five. Tried it alone. No sponsors— 


Chapter ll. La Femme—So | got a woman (always a good 
idea). She couldn't aet, sing or play a musical instrument 
—but she could talk—just plain talk—like people talk. 
Her name was Polly. Folks liked her—and Breakfast in 


Bedlam started to build. We got sponsors. That's good. 


Chapter Il. At Last—We got more sponsors. Sponsors 


Chapter IV. Success—Now Breakfast in Bedlam is practi- 


cally* sold out. That's swell! 


Se . “ge 


NEW YORK’S _ 


- PIONEER STATION 


*There are a few availabilities 


one choice fifteen-minute period in particular. You could 


call or write Jim McConnell about this at WJZ. That would be wonderful! 


50,000 WATTS-770 KC. | 


KEY STATION OF THE 
NBC BLUE NETWORK 


a 


flexibility in planning, pointing 
that events in Washington , 
change production and market 
| situations over night. As eviden 
|of this he cited a statement issucq 
| by President Roosevelt a few d 
| ago which indicated that a shif 
in the offing from emphasis 
planes and ships to concentratio: 
land equipment — tanks and 
;and armored equipment 
kinds. 

Specific examples of current «d- 
vertising techniques were prese; ted 
by C. G. Mortimer, General Foods. 
representing a company relatively 
untouched by priorities and 
position to capitalize on the nation’s 
greater spending power; R. § 
Pearce, General Electric Company, 
representing an organization facing 
restricted output, with the atten 
ant problems of how to keep 
and public satisfied in the face of 
shortages; and C. C. Carr, Alumi- 
num Company of America, r 


ol 


yre- 
senting an advertiser with nothing 
to sell the public at the moment. 
but whose trademarks, either ney 
or old, must be impressed upon 


markets during the emergency ;; 
order to sell the output later o 


Hart, Anderson Speak 


Others who contributed to 
discussion were W. A. Hart, EF. ] 
duPont de Nemours & Co.; 
R. E. Anderson, National Gyps 
Company. Several of the speakers 
made it clear that their advert 


budgets will be maintained nex: 
year on the same scale as currently, 
although changes in techniques wil] 
be instituted, as new _ problems 
crop up. 

One of the highlights emerging 
| from the meeting was a_ general 
agreement that while defense must 


necessarily continue as a basic ad- 
vertising theme, emphasis must be 
shifted away from the presentation 
of spectacular pictures of huge 
tanks and ships and guns, as evi- 
dences of manufacturers’ contribu- 
tions to defense, to greater empha- 
sis on company products and _poli- 
cies, accompanied by explanations 
of why normal production cannot 
be carried on. 

The ANA also heard an address 
by Lt. Col. Quincy Scott, of the 
U. S. Army morale branch, wh 
discussed general camp conditions 
and the complexities of transport- 
ing civilians into trained soldiers 
In deferring to camp publication 
as important instruments of moral 
building, he said that a total o! 
299 such periodicals are currently 
being issued. Of these, 236 are 
published within camps proper and 
|contain no advertising. Sixty- 
three, however, are published | 
| civilians outside of camps but wit 
| the approval and cooperation ‘| 
; army officials. These carry adver- 
| tising. Of the 236 papers 
| within the camps, 105 are printed 
and the remainder mimeographe¢ 
or otherwise processed. 


issuec 


Mov Names Vladimir 

| Mov, New York, maker of 
}ecream nail polish remove: 

| placed its account with Irwin Vlad- 
mir & Co., New York. 


| 
a 
| 


SPOT BROADCASTING 
permits spot budgeting 


to fit each market's volume! 


‘ 
money ‘or 
the HOT SPOTS 
’ 
‘ 
‘ 
, - 
wasted on 


~ 
“. 


, 


Special attention for 
PROBLEM SPOTS 


fa &¢ COMPANY 


— 
ment hm 


NATIONAL STATION 
REPRESENTATIVES 
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The maker of Sunbeam electric appliances, Stewart industrial furnaces and Rain 


PHOTOGRAPHIC am 


REVIEW OF 


THE WEEK 


SIMPLICITY MARKS NEW CHRYSLER POSTER 


This head-on view of a new Chrysler, a question, “Why Shift Gears?" and brief The girl didn't win one, but is merely 
message emphasizing fluid drive put over this 24-sheet poster, one of three pro- displaying one of the grand award cer- 
duced for Chrysler Corp. by the U. S. Printing & Lithograph Co. Space at ihe tificates given to member editors at the 

bottom is left for the dealer's name, on a cooperative basis. recent convention of the Southwestern 


Association of Industrial Editors at Still- 
water, Okla. (Story on Page !1). 


BEGINNING A NEW SUNBEAM STORY 


Ihe STO RY of the SO [DI rb R “WORLD'S TALLEST" 


and the CHICAGO FLEXIBLE SHAFT COMPANY rf 


Here is the story of a typical American soldier and the many ways his daily 
Comp Life, his Defense Weapons, his Health and his Home are being served 
‘ 
during the national emergency by the Chicago Flexible Shaft Company 
f -" % \ es +e ( ' a 


DEFENSE 
BONDS 


, —+ mt ‘ THUS,” AROUND THE CLOCK, DAY AND NIGHT, IN MIGHTY 
( co rs a MUNITIONS FACTORIES AND IN THE QUIET OF HOMES 
é a ital Me THESE C.F.S. PRODUCTS PLAY THEIR PARTS IN SERVING 
, THE NATION FOR DEFENSE AND FOR PEACE «© « «© Here's the tallest sign in the world, 


Minneapolis over the new spectacular 
de by THE CHICAGO FLEXIBLE SHAFT COMPANY built by General Outdoor Advertising 
Co. on four sides of a 200-foot iower 
overlooking downtown Minneapolis. The 
bottles are 54 feet high. Huge copy 
panels underneath, now selling defense 


PS Aga Sunbeam STEWART RainKing boasts the Coca-Cola Bottling Co. of 


King sprinklers takes this full page in The Saturday Evening Post Dec. 6 for the bonds, are to tell the company's adver- 
first institutional message in its history, depicting how the soldier and his home tising story. Visibility? Two miles, day 
are served by the company. (Story on Page 19). or night. 


16-MAN JURY PICKS OUTDOOR ADVERTISING WINNERS FOR 1941 


Recognition to advertisers, agencies and artists for the year's finest outdoor advertising art was extended in Chicago Nov. 
13 after this jury of awards finished its difficult task. Members are (left to ri,ht) Maurice Saunders, board chairman, 
Lit vographers National Association; E. C. Schmidt, assistant to the president, Union Pacific Railroad Co.; L. J. Loh, vice- 
President, J. M. Mathes, Inc.; Guy C. Smith, board chairman, American Association of Advertising Agencies; F. H. Marling, 
advertising manacer, Pure Oil Co.; Lou In-wer-en art director J. Walter Thompson Co.; R. A. Rath, vice-president, Rath 
Packing Co.; Howard W. Files, vice-president, Pillsbury Flour Mills Co.; E. W. Rector Wootten, art director; Fitzgerald Ad- 
vertising Agency; Prof. Noel P. Laird, Franklin and Marshall Colle e; G. R. Schaeffer, Marshall Field & Co.; Jules C. 
Gerding, art director, Stack-Goble Advertising Agency; Harvey G. Luce, vice-president, MacManus, John & Adams: 
Gordon C. Aymar, art director, Compton Advertising: Preston E. Reed, executive vice-president, Financial Advertisers Asso- 
ciation; and B. L. Robbins, chairman of the Outdoor Advertising Art Exhibit. (Story on Page 10). 


HEADLINERS AT PITTSBURGH AD CLUB MEETING 


Prominent executives at the Nov. 4 session of the club included (left to right) 
Frank L. Duggan, president, Pittsburgh Chamber of Commerce: William P. 
Witherow, president, Blaw-Knox Co.; Walter D. Fuller, president, Curtis Publish- 
ing Co., and head of the National Association of Manufacturers; Alan A. Wells, 
publicity director, Kaufmann Department Stores; and Robert S. McCarty, adver- 


tising manager, Philadelphia Co. 


HOW TO SETTLE A DISPUTE 


Commercial Illustrators, Inc., Chicago, offers this display as one way of ending an 
argument between artists, art directors and photographers over whether a shoe 
can best be portrayed by camera or by hand. At the left is a photograph as it 
comes from the original negative. Center, the same shoe is retouched on a 
photographic print by a man who knows his leather products. At right is a hand- 
drawn, airbrushed illustration, also by a man who knows leather textures. It's 
almost impossible to tell the difference between the retouched print and the 
hand-drawn shoe. 


TOPS IN 1941 OUTDOOR ADVERTISING ART 


le . "Completely 


refreshing” 


~ Smooth and quiet... 


pe 


“as Se? he 


7 Re tek... dat a) 


The Coca-Cola Company's poster (at top) was judged the year's finest as the 
12th annual exhibition of outdoor advertising art opened last week in Chicago. 
Haddon Sundblom was the artist, D'Arcy Advertising Co. the agency, and Forbes 
Lithograph Mfg. Co. the lithographer. The second award went to Ford Motor 
Co. for the poster (center) designed by artist John Vickery. U. S. Printing & 
Lithograph Co. produced it, and McCann-Erickson is the agency. Third place 
went to artist Newton Howard's poster for Station WWL (at bottom). National 
Printing & Engraving Co. lithographed the work. Fitzgerald Advertising Agency 
handles the account. Ten honorable mentions were made. (Story on Page 10}. 
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E. K. GAYLORD, PRESIDENT 
THE OKLAHOMA PUBLISHING COMPANY 


CEE OKLAHOMA CITY TIMES som) 


ne Mee — 
Pad raf \eculotion ‘G woshee Thee “Ane ay Other te vening ¢ Nemioaner Published 19 Oblabome 
TWENTY SIX PAGES 500 N ADWAY )KLAHOMA CITY, WEDNESDAY, NOVEMBER 5, 194 


azi Submarines Operating Within Sight 


a 1. ut _NO i” —, FINAL youre aa PRICE FIVE CENTS 


Cislemns Form 


4 T | Wester 
4 ee HE DAILY OKLAHOMAN [eal f Newfoundland Coast, Canada Reveals 
: | (arhathtt. Uncensored— 


| Germans Claim New — Three Million Nazis Lost 
, oom In the Russian Campaign 


a €=—s«G TY MANN ONE OF 19 LOST IN SEA WAR 


‘% et Pte | U.S. Technicians Missing 


formrried With Britain-Bound Ship 


Council to Be Next | 
If Proponents Win, | French Seize 


merit Worms | De Gaullist | 
eo C ee 


Vessel With 17 American Civilian 
Experts Aboord Presumed Sunk In 
Atlantic Without Known Survivors 
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Years ago a big president of a small Colorado college told his stu- 
dent body: “We have no business being less of a man than we can be.” 
E. K. Gaylord was a member of that student body. He took a para- 
phrase of this precept with him into business. He put it into practice 
when, in 1903, he became one of the founders of The Oklahoma 
Publishing Company. Today The Daily Oklahoman and Oklahoma 
City Times reflect this philosophy...“we have no business being less 
of a newspaper than we can be.” 


scattered correspondents at key points, but a veritable network of loca! 
contacts is spread from border to border. For features, not the usual 
standard newspaper features, but a stellar array of both local and syn- 
dicated writers bring to Oklahoman and Times readers the finest col: 
umns, the finest comics, the finest special writers available to news- 
papers today. 

And because these newspapers ARE no less of a newspaper that 


they can be, they are constantly opening up the doors to greater sales 


For world news, The Oklahoman and Times give readers not one, in the Oklahoma City market . . . 


always rich in retail business, and today rich in defense orders. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


amarket always rich in agriculture, 
but four of the leading news services. For state coverage, not a few 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY, OKLAHOMA City * KVOR, CoLorRApDo SPR N65 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATz AGENCY, 'NC 
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